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Wauat the lighthouse is to the mariner, the 
National Retail Credit Association—with its affiliated 
credit bureaus—is to the retailer and professional 
man. 
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I am the Foundation 
of Prosperity! 
AM the lifeblood of business 
: the t oh g poe age mil- 
lions of consumers. 


I keep the industries of the nation 


at work, providing ermnployment for 


everyone. 


I am the wheel of finance, provid 
ing a steady flow of income to the 
worker, the merchant, the manufac 
turer, and back again to the worker. 


I am the foundation of prosperity 
I AM CREDIT! 
Help keep the nation prosper 
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The 10th of the Month 


Is Merchants’ Pay Day! 


HE retail merchant is a public 
servant. He serves you faith- 
lly and well and, like any 
il servant, expects his 
payment when due. 
Retail charge accounts today are 
based on standard monthly terms: 
; 
E’ch month's charges are due or 
the 10th of the following month. 
Whether you are an employer or an 
employee, you know what “pay day” 
means! 
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Push Yourself 
Ahead in 1933! 


Join a Study Class Now 


Recognizing the need for specialized credit 
training, the Educational Department of the 
National Retail Credit Association furnishes 
two separate, comprehensive study courses in 


Retail Credit: 
1. Retail Credit Practice and Procedure 


A series of fifteen lectures on the following 
subjects: 


No. 1—‘DEFINITION OF RETAIL CREDIT.” 

No. 2—“THE PLACE OF THE CREDIT DEPART- 
MENT IN THE ORGANIZATION OF THE 
RETAIL STORE.” 

No. 3—“THE STRUCTURE OF THE CREDIT DE- 
PARTMENT.” 

No. 4—“ORIGINATING ACCOUNTS.” 

No. 5—‘“DETERMINING RESPONSIBILITY OF AP 
PLICANT.” 

No. 6—“ACCEPTANCE OF APPLICATION.” 

No. 7—‘AUTHORIZATION.” 

No. 8—“COLLECTIONS.” 

No. 9—“INSTALLMENT BUSINESS.” 

No. 10—“INSTALLMENT BUSINESS.” 

No. 11—“LEGAL REMEDIES.” 

No. 12—“CORRESPONDENCE.” 

No. 13—“CREDIT PROBLEMS.” 

No. 14—“CREDIT PERSONNEL.” 

No. 15—“SYNOPSIS.” 


2. Credit Department Salesmanship 


A new series of twelve prepared lectures on the 
following subjects: 
1. THE CREDIT MAN, SUPERSALESMAN. 
2. CREDIT SALESMANSHIP FUNDAMENTALS. 
3. SALESMANSHIP IN CREDIT INTERVIEWS. 
4. OFFICE CONFERENCES; ADJUSTMENTS. 
5. SELLING NEW CREDIT POLICIES TO THE 
PUBLIC. 
6. COLLECTION SALESMANSHIP CONTACT. 
7. COLLECTION SALESMANSHIP LETTERS. 
8. EFFICIENT CREDIT SERVICE BUILDS SALES. 
9. COOPERATION BETWEEN CREDIT AND SALES 
DEPARTMENTS. 
10. THE METHODS OF NEW ACCOUNT PROMO- 
TION. 
11. THE MODERN SCIENCE OF CUSTOMER CON- 
TROL. 
12. INSTALLMENT SALES PROMOTION. 


(Price of this Course Reduced Nearly 20%) 


Your Bureau Manager 
has complete details - - ask him about it 


Educational Department 
National Retail Credit Association 


Executive Offices St. Louis, Missouri 




















































EDITORIAL COMMENT 


D. J. WOODLOCK 
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Let’s Do Some Sound Thinking About We have always boasted of our American bus- 
1933! ness leaders, their ability to master any situation, wiz, 


; +s spirit but it looks like our financiers and captains § showing 
turn in general business conditions, we P ptains § showing 


their superior intelligence, their “never-say-die’§ . 
WW wen there are some signs of an up- P ~ajhitt ' charge 


feel we cannot be too sanguine in our of industry are unable to take it on the chin and seems 0 
expectations that 1933 will show much of an im- come back from the licking they got for their § credit s' 
provement over 1932. mistakes. They have lost their nerve and vision § Acco: 

Banking and a few businesses have been ad- Optimistic statements of economists and others § ‘ Na! 
justed to the new order and will be able to worry to the contrary, we have made little progress of 7 
along but it would appear that our industrial and ward recovery and will not recover as long a te 
political leaders have forgotten entirely that peo- there is a continued reduction in buying power ‘. a 
ple must have money before they can spend and— and increasing unemployment. aie 
by spending—create business. We have gone far enough in deflation. Wha} wy, | 

The Research Committee on Social Trends, ap- we need now is backbone to call a halt and begin Gee p 


pointed by President Hoover in 1929, in its re- 
cent report, made the following statement which 
in my opinion indicates the only way out of our 
present troubles: 


a sane, courageous uptrend! We need to liberal- f by remi 
ize bank credit and put the money stored in bank 7}; 
vaults to work in promoting sound business, which f to whi 
will increase employment, the only means of believe 
A change in the distribution of incomes, which would increasing buying power. your co 





“ 


put more purchasing power in the hands of the wage Many banks have reduced or discontinued pay- Eve 


ing interest on savings accounts, claiming they credit 
can’t earn sufficient return on their clients’ money.§ paign | 
That may be true and this move may tend tog and ar 


earners, would enormously increase the market for many 
staples and go far toward providing places for all com- 
petent workers.” 


To the retailer, the after-holiday seasonal let- cause the depositor to invest his money where it mcreas 
up is always a time of depression but, when to this will do good for all of us but—it may also caus 
is added another wave of salary cuts and lay-offs some to renew hoarding, feeling it is just as well / 
which mean further decreased buying power and when no interest is being paid. 


inability to meet obligations already contracted, 


That there jis still considerable hoarding 3 
it would appear that we are going from bad to 


evidenced by the reports from tax collectors, wh0 


worse. state thousands of persons paid taxes with the old cal —_ 
Bradstreet’s figures indicate a decline of 30.6 large size currency and gold coin. Nation: 
per cent in the national income for 1932, com- OEE ELS EE laws, at 
pared with 1931, the estimated figures being: ig os ee. Bhe 
tems last November, but we have a political situa Da 
1932—$37,500,000,000. tion which is the greatest kind of a handicap of vel: = 
1931—$54,000,000,000. business recovery. The present administration og is 
he em pbeic-big appears to have come to a halt and we are facing We | 
7 intl ass two months of lost motion just when every dij es 
With our buying power reduced 30.6 per cent, counts in retaining citizen-morale and encourag ie | 
it is not surprising that retail sales are anywhere ing business aggressiveness. to the ; 
from 15 to 33% per cent below last year. The Retail credit managers will do well in 193308... 
same thing happened last year and the year before reappraise each customer, old as well as new, am Th 
and it will happen again this year if we continue adjust limits to present earnings and ability © \ 4 
further reduction in wages and adding to our un- pay—to discourage pyramiding of accounts aig “°" 


he anyone 
employed. insist on prompt payments. 
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Channing Sweitzer Endorses “Pay 
Promptly” Campaign 


HE following editorial by Channing Sweitzer 

in the bulletin of the National Retail Dry 

Goods Association is a whole-hearted endorse- 
ment of the new “Pay Promptly” advertising 
campaign of the National Retail Credit Associa- 
tion by a man who is in touch with every angle 
of retailing. 


A Worthwhile Effort 


With the average time for the payment of outstanding 
charge accounts on the increase; with bad debt losses 
showing an increase, and with credit sales decreasing—it 
seems opportune that something be done to safeguard the 
credit structure of our craft. 

Accordingly, we commend the efforts being made by 
the National Retail Credit Association in inaugurating a 
nation-wide campaign appealing to the public to pay its 
bills promptly. This campaign has been carefully 
planned, and we believe will be carefully executed. 

It treats of every phase of retail credit—not overlook- 
ing even the doctor, the dentist and the hospital. 

We are certain that it will be instrumental in awak- 
ening people to a consciousness of their credit obligations 
by reminding them that Credit is a Sacred Trust. 

This campaign will be successful only to the extent 
to which merchants cooperate with its sponsors. We 
believe that it is a worthy effort, and commend it for 
your consideration. 


Every organization of retail merchants and 
credit managers should get a copy of this cam- 
paign from the National Retail Credit Association 
and arrange to run it in local newspapers. It will 
increase collections. 


A Uniform Mechanics’ Lien Act 


N DECEMBER 27, the United States Depart- 
ment of Commerce released a proposed “Uni- 
form Mechanics’ Lien Act” prepared by a spe- 
cial committee of the Department cooperating with the 
National Conference of Commissioners on Uniform State 
laws, at its meeting in Washington, October 12, 1932. 
The lack of uniformity of state laws has been a seri- 
ous handicap to the credit manager, particularly as they 
telate to liens, exemptions, mortgages, etc., all problems 
upon which it is such an easy matter to standardize. 
We hope the members of the National Retail Credit 
Association and officers of local associations will take an 
active part in bringing the proposed Uniform Lien Law 
to the attention of state legislatures and urging its pass- 
age as a first step toward general standardization. 
The National Office of the National Retail Credit 


Association is prepared to supply copies of the law to 
anyone interested. 


JANUARY, 1933 





Our Friends, the Controllers 


E NOTE the program for the January 
meeting of the Controllers’ Congress, to 
be held in New York, lists the follow- 
ing questions for discussion: 
1. What new standards must be adopted in regard to 
a store’s credit policy, and covering terms on installment 
selling, proper bad debt reserves, handling delinquent. ac- 
counts and general credit granting? 
2. Should a service charge be made for carrying charge 
accounts under a certain amount? 


3. How are stores to liquidate large indebtedness con- 


tracted prior to 1929 or 1930? 


These are questions of such vital importance to 
the credit manager—dquestions of daily discussion 
wherever credit men meet—we will be interested 
in learning the conclusions reached by our friends, 
the Controllers. 


“Thoughtful Consideration for the Debtor” 
N SPEAKING of debts, 


Roosevelt said: “With regard to general policies re- 
specting these debts I firmly believe in the principle 


foreign President-Elect 


that an individual debtor should at all times have access 
to the creditor; that he should have opportunity to lay 
facts and representations before the creditor and that the 
creditor always should give courteous, sympathetic and 
thoughtful consideration to such facts and representa- 
-tions. 

“This is a rule essential to the preservation of the 
ordinary relationships of life. It is a basic obligation of 
civilization. It applies to nations as well as to indi- 
viduals.” 

Sounds like a paragraph from the “Code of Ethics” of 
the National Retail Credit Association and indicates that 
the President-Elect’s mind is in tune with the trend of 
thought among the outstanding consumer credit execu- 
tives of the day. 

During the past three years thousands of the credit 
customers of retail stores, embarrassed because of unem- 
ployment or reduced income have found the credit man- 
ager courteous and sympathetic as regards payments, 
willing to meet the customer more than halfway or 
advise as to ways and means of working out the in- 
debtedness. 

Customers who kept in touch with their creditors and 
frankly explained their position, had little trouble secur- 
ing extensions and there developed a spirit of helpful 
cooperation and mutual understanding between the pub- 
lic and the credit manager which brought home forcibly 
the realization that business—and particularly credit busi- 


ness—is not the heartless thing it is pictured to be. 





The Three-Year Record 
of Retail Credit Performance 
By HORACE W. POTE 


ATION-WIDE retail credit may not be exactly 
“on the 
country, if it pieces together the five printed na- 


level,” statistically speaking, but the 
tional surveys, knows that it is holding on against radical 
declines. 

A close study of the general retail credit condition 
shows that there is less cause for credit executives to 
worry than for those who carry the responsibilities of 
general business upon their tired shoulders. During the 
past three years retail credit has slipped downward but 
It is 
common knowledge that general business has lacked much 


this movement has been against strong resistance. 


evidence of a restraining force. 

Until late years it has been impossible to make any 
detailed study of retail credit conditions, due to a lack 
of widely chosen and representative data from which to 
draw accurate conclusions. Opinions formerly rife have 
now bowed to facts provided by the Department of 
Commerce semiannual surveys as authentic sources from 
which to gauge the true state of affairs. Reviewing these 
surveys, the National Retail Credit Association can read 
its own interpretation of passing changes. 

In the accompanying chart, Classification of Retail 
Business, the division of all retail business which is a part 
of these surveys is given. The trend toward cash pur- 
chasing is fairly evident. 

The extent of credit business, comprising that which 
comes through open account as well as installment sales, 
is presented graphically for the emphasis that the eye can 
best gain in viewing the picture of this condition. 

It seems quite evident that no radical changes, typify- 
ing disastrous movements, have appeared. 

Within the span of these seven semiannual surveys, 
published in five reports, the most critical period of 
Yet, within this 
same period, bearing in mind what has happened to stock 


America’s business life has occurred. 


and bond values, to merchandise inventory values, to 
purchasing power and employment, retail credit has not 
been dealt similar staggering blows. True, it has with- 
stood some powerful, economic pummeling but the credit 
data available can only reflect that American business 
enjoys one restraining force likely to have a hand in the 


return of stabilized marketing. 


Retail credit rests on the foundation of service to the 
purchasing public. As such it is required to be self-sup- 
porting. 


installment accounts given to the consumer as a privilege 


The question of collections for charge and 


4 









When these 


collections can be effected as planned, credit is said to be 


is the gauge of its administrative efficiency. 


functioning satisfactorily. 


ratios of successful col- 





When collection percentages 
lecting—slip downward below what has been found t 
be the working average in good times, they flash a warn- 
ing signal on the threatened stability of the entire credit 
system. These percentages are indeed of vital impor- 
tance, much more than mere bits of statistical informa 
tion since they form in a way the keystone without which 
the arch of credit business cannot stand. 


In order that a fair comparison can be shown between 
the measurement of general business and the progress ot 
credit collections a second chart, Monthly Collection Per- 
centages, presents some interesting facts. Open credit 
and installment sales are plotted against the Annalist 
Index of general business as maintained by the N. Y 
Times. In the case of the first two factors some mathe- 
matical treatment* has been required to translate per- 


centages into index numbers. Secondly, some refinement 





of the secular movement has been necessary in order to 
eliminate distorted changes which would prove confusing 
to the reader. 

Only faulty optics could fail to reflect the impressive 
and forceful story this chart reveals—the rapid decline ot 
business as related to the progress of credit collections. 
Despite the skeptics pointing out that collections have 





CLASSIFICATION OF RETAIL BUSINESS 


REPORTED BY SEMIANNUAL SURVEYS OF THE 
U-S- DEPT- OF COMMERCE 


PERCENT 














slipped, which fact is admitted, there has certainly beet 
no free-wheeling in retail credit that has broken awé 





from control. 





*A series of index numbers was secured through adopting the 2 - 
average of all collection percentages as 100 followed by a four months’ m0 
ing average centered on the fourth month for a “smoothing’’ effect 
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Original figures of the Department of Commerce show 
that the percentages for cash sales ranged between 47.3 
for high and 41.3 for low which is a variation of 6 
Open credit has recorded 48.9 as high and 


rested at 42.7 for a new low, measuring only 6.2 per 


per cent. 
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cent change. Installment sales, between 12.3 and 9.1 


only showed a fall of 3.2 per cent. 


Suppose for the sake of round numbers that all three 
components tumbled 6 per cent; turning to acceptable 
records for general business in this same period, it 
plunged from a high of 109 to a low of 53. This repre- 
One of the Federal Reserve 
Board’s favorite statistical business indicators, Debits to 
Individual Accounts Outside of New York City, dupli- 


cates this experience of general business. 


sents a 50 per cent change. 


If any thought is to be gained from a study of these 
facts revealed by the semiannual surveys it must be that 
changes, while they are taking place, are by no means 
radical. Furthermore, that very little harm is to be 
anticipated by this movement resulting from the con 
sumer’s desire to pay cash in place of former use of retail 
credit. 


Merchandising will not suffer, for credit machinery is 
designed to contract or expand as required by business. 
Nothing in the facts known thus far can hint at any 
serious breakdown. 


On the other hand it must be admitted that a staunch 
showing has been made by installment sales. From a 
record of its collection percentages—more favorable than 
those for open accounts—wisdom in the adoption of the 


deferred payment plan is sustained. 


With telegraphic briefness the entire situation might 
be summarized in the statement that the five semiannual 
surveys not only give business an intimate glimpse of 
retail credit at points in the present economic cycle, but 
they reveal retail credit as a stalwart force, tending to 
stabilize business. If the credit phase has not been main- 
tained strictly on its statistical level, it is close enough 


to deserve considerable commendation. 


JANUARY, 1933 


Doctor Klein Leaves Department 
of Commerce 


Dr. Julius Klein, who is known to every credit 


manager in the country because of his research activities 
as Assistant Secretary of the United States Department 
of Commerce, will leave the Department to become as- 


sociated with the Irving Trust Company of New York, 


tor whom he will conduct a survey of the business of the 


United Cigar Stores Company. 


We doubt if any official of the United States Govern- 
ment ever had a more thorough knowledge or a broader 
understanding of the problems of the retailer, and par 
ticularly his credit problems, than Dr. Klein. 


It was through his efforts that the Department of 
Commerce originated the Retail Credit Survey, which 
brought to us information of great value. It was largely 
due to his demand that this work was continued from 


year to year. 


His ability as a speaker, both from the platform and 
over the radio, made him nationally known and his 
analyzation of business trends was closely followed by 
business men. Dr. Klein will be an outstanding ad- 
dition to the staft of that great financial institution, The 


Irving Trust Company. 
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Investigate Postagraph--- 


The new method for collecting de- 
linquent accounts. Promotes office 
efficiency, eliminates detail, reduces 
postage costs and collects the 
money. 


Complete details upon request. No obligation 


FILL IN INFORMATION BELOW 
DETACH_AND MAIL TODAY 


THE POSTAGRAPH CO., SEND 
Curtain and Aiken Sts., INFORMATION 


Baltimore, Md. 
Flew __ 
Street City State 
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We Asked Credit Executives: 


“What Is the Most Important Problem 
of the Credit Manager Now?” 


And They Answered: 


“To Know His Customers’ Buying 
Habits as Well as Their Paying Habits’’ 


Possibly the first answer to come to the mind of the 
credit man is to be able to get the best turnover on his 
accounts receivable or a high collection percentage, but 
that has always been a problem and probably always will 
be because we, as credit grantors, should never be satis- 
fied with our collection percentage. 

However, the most important problem confronting the 
credit manager today is not only collections but to know 
his customers during these adverse and changing times. 
By this I mean to have a complete knowledge of cus- 
tomers as to their buying as well as their paying habits. 

With a complete knowledge of their past buying habits 
through the use of customer control records, the credit 
manager is now in a position envied by the sales and 
promotion manager because he can direct his efforts to 
customers whom he knows definitely to be in the market 
for certain classes of merchandise. His efforts along 
this line are bound to be more productive than promo- 
tions directed to the masses. He is able to check back 
on his efforts and determine the actual cost and whether 
it is advisable to repeat the effort again. 

Never before in the history of modern retailing has 
it been so necessary to “know your customer.” It is 
not enough to know how to approach them without of- 
fense to collect the account due, but it is also necessary 
to know them well enough to promote new business 
through the contact their account affords the credit de- 
partment. 

—Dean AsHpsy, Credit Manager, 
M. L. Parker Company, 
Davenport, Iowa. 


ad % * 


“To Get the Money Yet Hold 
the Customer’s Good Will’’ 


The Credit Manager holds a peculiar position. He 
is the “go between,” between the customer and the firm. 
Therefore, he should study and use the utmost DIPLO- 
MACY. He must “get the money,” and yet keep the 
customer’s “good will.’’ At the same time, he must show 
the firm that his collection percentages are not falling 
off to any dangerous degree, and that the sales manager 
cannot accuse him of driving away business on account 
of his treatment of what has been a good customer. 

A. C. Pearsons, Secretary, 
French &£ Bassett Company, 
Duluth, Minnesota. 





‘‘Increasing Charge Sales 
Without Increasing Loss” 

1. Increasing charge sales without increasing loss. 

2. Analyzing the present financial and ability-to-pay 
status of customers now on our books; ascertaining 
whether or not they are in a position to carry their pres- 
ent indebtedness; or whether they are able to increase 
their purchases. (By revising the credit information and 
bringing the files up to date.) 

3. Maintaining courteous, consistent and courageous 
collection policies. 

—H. W. Leonarp, Credit Manager, 
Joseph Horne Co., 
Pittsburgh, Pa. 


* ¥ * * 


“Maintaining Proper Collection Turnover” 

In my opinion the most important problem of the 
Credit Manager now is to keep up with the current 
credit status of accounts already established and to main- 





W.W. Weir 


tain the proper collection turnover without jeopardizing 
good will .. . accomplishing these results at the minimum 
of expense. 


—W. W. Wer, Credit Manager, 
The May Company, 
Los Angeles, Calif. 
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“Rehabilitation of the 
Former Good Account’’— 
The only answer to the above question in my mind is 
the rehabilitation of the former good account which has 
become delinquent and discredited during the past three 
years. ‘There has never been anything of so much im- 
port as what to do with these accounts when the new 
prosperity arrives. I believe this situation is going to 
change the whole character of the credit man. 
—G. WarerForD, Credit Manager, 
James McCutcheon and Co., 
New York. 


* * * * 


“Collections and Good Will” 


Two important problems are before us: Collections 
and Good Will. 

Get the money with good-natured but firm persever- 
ance. ‘The customer respects the Credit Manager who 
makes him pay. That’s horse sense. 

During these uncertain days do not overlook the good 
customer. Be careful in your credit granting. Freely 
use your local credit association, and above all, use the 
brains the Good Lord has given you! 

—A. E. Powe, Credit Manager, 
The Denver Dry Goods Co., 


Denver, Colo. 


* * * * 


“To Quickly Determine When 
An Account Is Backsliding—”’ 


This, briefly, is what I consider the most important 
problem of the credit manager: 


That he be in position to quickly determine when an 
account is backsliding, and that the brakes be put on 





P. H. Carr 


early when changed circumstances require it. That a 
complete investigation be made, a talk had with the 
debtor without delay, for each day that an account is 
allowed to slip reduces the chances for collection. 
—P. H. Carr, Secretary, 
Standard Clothing Co., 
Minneapolis, Minn. 
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“Uniform Procedure Through 
Community Cooperation’’ 


Briefly, 1 would say that the most important prob- 
lem of the Credit Manager for the coming year is to 
“command cooperation.” ‘There are many accomplish- 
ments, however, necessary to bring about this result: 

1. Analyze our departments with a view to reducing 
operating costs but maintaining the highest efficiency. 
This should secure the cooperation of the management. 

2. Conduct our department as we would have our 
competitors conduct their department. If the internal 
workings of our department are not on or above par 
with our competitors, we will have difficulty in selling 
the services of our department to desired charge cus- 
tomers. 

3. Promote a uniform procedure in every credit depart- 
ment in our community. When working on a par with 
other credit departments in the community, the customer’s 
contact will be more satisfactory and profitable from a 
“good will” standpoint as well as from a merchandising 
standpoint. 

With the internal workings of competitive credit de- 
partments on a par basis, uniform collection procedure is 
possible. Otherwise, collection procedure cannot be 
identical. Before uniform collection procedure can be 
successfully practiced, it is necessary that a uniform 
method of aging accounts receivable be practiced. 

4. Through the National Association there should be 
selected the most economical and practical method of 
aging accounts receivable, so that this practice may be 
more generally adopted. With my customer’s account 
becoming delinquent with my competitor at the same 
time the account becomes delinquent with me and with 
each of us applying the same collection procedure at the 
same time, the reaction will be the same toward each 
credit department. Thus, the customer may be taught 
cooperation in: 

Opening the account 
Using the account 
Paying the account 

And when we can command such cooperation from 
the customer, we shall have solved “the most important 
problem of the credit manager now.” 

—F, A. WuitteEN, Credit Manager, 
Rorabaugh-Brown D. G. Co., 
Oklahoma City, Okla. 


“To Know Your Customer—and to 
Let Your Customer Know That You 
Make the Terms for Your Store’’ 


The important thing at all times is to know your cus- 
tomer—which can be done by getting an up-to-date re- 
port from your credit bureau—and let your customer 
know that you make the terms for your store and that 
to buy merchandise to be charged one must pay accord- 
ing to the terms of the store. 

We are having more applications for credit than in any 
year since 1927—taking on the same proportion and col- 
lecting the same amount that we have since 1927. 

It’s up to the credit man to educate his store to a 
definite credit policy and then his business to get the 
money. 

—C. P. Younts, Credit Manager, 
Frank T. Budge Co., 
Miami, Fla. 


(Continued on page 11.) 





The “Old Guard Committee” — 
Its Purposes and Objectives 


By LEOP. L. MEYER 


Controller and Member of Firm, Foley Bros. Dry Goods Co., Houston, Texas 


HEN the writer was requested to accept the 

chairmanship of a committee to be formed and 

which should be known as the “Old Guard 
Committee,” he could not possibly have foreseen the 
marvelous response to his solicitation for coworkers in 
the undertaking with which the committee is to busy 
itself. 

From the innumerable communications received since 
the announcement in the December Crepir Wor p that 
an “Old Guard Committee” was to be organized, it is 
very evident that there is a feeling broadcast, on the part 
of capable and recognized leaders of today as well as of 
years gone by, that a great deal must be done to revive 
an active int -t in the National Retail Credit Associa- 
tion’s affairs on the part of credit men in general. 

This feeling is in no wise to be construed as any re- 
flection upon the present administration or any previous 
administration, but more or less indicates that there is a 
confirmed realization that the field of retail credits has 
been directly affected by the economic upheavals of the 
last several years and that there should be credit con- 
claves on both small and large scales, local, regional and 
national, throughout the country, for the purpose of de- 








Editor's Note: 


This message from Leop. L. Meyer of Houston, 
Texas, is addressed to every credit manager member 
of the National Retail Credit Association. 


It is the announcement of the most important 
activity ever promoted by the National Retail Credit 
Association, which will be handled by the most dis- 
tinguished Committee of credit executives ever as- 
sembled and under the leadership of our inspiring 
Past President, Leop. L. Meyer, formerly credit 
manager of Foley Bros. Dry Goods Company, 
Houston, Texas, but for the past five years a mem- 
ber of that firm as well as Controller. 


While a busy man, whose entire time is taken up 
with operating a large and successful department 
store, Mr. Meyer’s interest in the National Retail 
Credit Association, his high regard for the credit 
profession and his love for his thousands of personal 
friends in our Association, caused him to accept the 
commission as Chairman of this important work, and 
give to it all his wonderful energy and ability. 


This unselfish loyalty in one who has “stepped up 
higher” should inspire every member of the credit 
profession to answer his clarion call for action. 
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vising means and methods for combating the complica- 
tions that have arisen in retail commercial life. 

Although there is more or less an assurance that as the 
working of the committee progresses new thoughts for 
the committee’s activities will be presented, for the 
present the objectives of the “Old Guard Committee” 
will be sevenfold: 


1. To arouse themselves to a consciousness of their 
own significance in the credit world and to arouse the 
credit fraternity as a whole from its dormancy in credit 
affairs in general and iy the affairs of the National Retail 
Credit Association in particular. 

2. To develop outstanding credit men in their respec- 
tive communities and to cultivate potential leadership in 
these men in order that such men might, in the course of 
events, and through meritorious accomplishments, ulti- 
mately administer the affairs of the National Retail 
Credit Association. 

3. To suggest and work out educational features which 
will add interest to local Association meetings. 

4. To advise and counsel bureau managers for the 
purpose of developing the bureau, both as regards serv- 
ice and necessary revenue. 

5. To sponsor, encourage and cooperate in the estab- 
lishment of new credit theories and policies practicable 
under the new economic conditions. 

6. To prepare short, inspirational articles for The 
Crepir Wor tp, which articles shall be given especial 
publicity by the editors. 

7. To educate the merchants of this country to the 
necessity of sending their credit managers to conventions 
in order to insure a contact with other credit managers, 
as a result of which a badly needed broader interchange 
of credit thoughts and ideas may be developed ; and also 
to remind the merchants that the Memphis Convention 
is to be dedicated te a serious consideration of the vital 
problems now confronting the credit fraternity. 


What is the “Old Guard,” anyway? It is a term that 
has been applied for many years to those credit men who, 
by their deeds and actions and accomplishments, have 
had their names indissolubly linked with the National 
Retail Credit Association. 

They are the men who unselfishly have given of their 
time and efforts to upbuilding a federation that has come 
to be looked upon as an important factor in the com- 
mercial life of this country. They are the men who fo 
the last twenty years have fathered and fostered retail 
credit activities, who have devoted leisure hours and even 
personal funds to the good of a cause that they considered 
worthy of any sacrifice that might be made. 

It is impossible for me, when I reflect upon the 
magnificent proportions to which the National Retail 
Credit Association has grown, to fail to recognize the 
importance of efforts made by such men as Schick, Solon, 
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Weir, Crosthwaite, McMahon, Strickland, Driver, 
Walter, Sondheim, McConnell, Dollard, Karpeles, 
Poindexter, Jackson, and innumerable others whose mark 
has been indelibly branded upon the history of the Na- 
tiona! Retail Credit Association. 

It is a pleasure for me to announce that every living 
past president of the National Association has been 
invited to serve as a vice-chairman of the “Old Guard 
Committee,” and further to announce that without a 
single exception every past president has accepted the 
invitation to affiliate with what your Manager-Treasurer 
has referred to as the most distinguished committee ever 
formed in the history of your National Association. The 
names and reputations of these men are familiar to each 
of you: 

Mr. Sherman L. Gilfillan Mr. Wm. T. Snider 
Mr. David J. Woodlock Mr. LeRoy T. Pease 
Mr. H. Victor Wright Mr. Ralph W. Watson 
Mr. W. H. J. Taylor Mr. James R. Hewitt 
Mr. Lindley S. Crowder Mr. Justin H. Edgerton 
Mr. Sidney E. Blandford Mr. A. D. McMullen 
Mr. Franklin Blackstone Mr. Frank Batty 

Mr. George A. Lawo Mr. Arthur P. Lovett 
Mr. David W. Ahl 

The fact that your past presidents, men who have en- 
joyed every honor within your power of bestowal and 
most of whom are still recognized as leaders in credit 
thought have signified their recognition of the worth- 
whileness and importance of the work at hand, should 
be grounds sufficient to awaken within the mind of every 
credit man and every merchant in this country the real- 
ization that somewhere along the line he will have an 
obligation to contribute anything and everything within 
his power to insure the success of the undertakings pro- 
posed, and to render active assistance toward a scientific 
analysis of present problems and the development of new 
theories. 

In addition to the chairman and vice-chairmen, the 
“Old Guard Committee” will be composed of one hun- 
dred credit managers, who will be nominated by the 
chairman and vice-chairmen, and any man nominated 
for the committee may justifiably feel the weight of his 
own impartance. 

It is contemplated that the “Old Guard Committee” 
will function from now until the Memphis Convention. 
The amount of work to be done is great indeed. Every 
man who has accepted his appointment to the “Old 
Guard” must understand that for the short period of 
time for which his service is being drafted he will be 
obliged to concentrate on this important cause, in order 
that as much as possible may be accomplished. 

This is no time for the mincing of words. The facts 
as applying to the National Association must be presented. 
It is very noticeable that there has been an abject lack of 
interest in the National Retail Credit Association on the 
part of credit men for the past several years and from 
this the National Retail Credit Association has suffered. 
There is one indisputable fact and that is that your 
National Association must either go forward or back- 
ward. It cannot stand still. 
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Your Association has not progressed with its usual 
There is no question 


strides during the last few years. 
but that the storm and stress through which we have 








Objectives of “Old 
Guard Committee” 


1. To arouse themselves to a consciousness of their 
own significance in the credit world and to arouse the 
credit fraternity as a whole from its dormancy in 
credit affairs in general and in the affairs of the Na- 
tional Retail Credit Association in particular. 


2. To develop outstanding credit men in their re- 
spective communities and to cultivate potential leader- 
ship in these men in order that such men might, in 
the course of events, and through meritorious ac- 
complishments, ultimately administer the affairs of 
the National Retail Credit Association. 


3. To suggest and work out educational features 
which will add interest to local Association meetings. 


4. To advise and counsel bureau managers for the 
purpose of developing the bureau, both as regards 
service and necessary revenue. 


5. To sponsor, encourage and cooperate in the 
establishment of new credit theories and policies 
practicable under the new economic conditions. 


6. To prepare short, inspirational articles for “The 
Credit World,” which articles shall be given especial 
publicity by the editors. 


7. To educate the merchants of this country to the 
necessity of sending their credit managers to conven- 
tions in order to insure a contact with other credit 
managers, as a result of which a badly needed broader 
interchange of credit thoughts and ideas may be 
developed; and also to remind the merchants that the 
Memphis Convention is to be dedicated to a serious 
consideration of the vital problems now confronting 
the credit fraternity. 
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been struggling has dampened the ardor of a great many 
men who, under normal conditions, would be most ener- 
getic workers, but we cannot permit an unreasoning 
apathy to undermine and destroy an organization that 
through sweat and blood has been formed and main- 
tained for these many years. 

We must not overlook the fact that the National Re- 
tail Credit Association has built credit men and is ac- 
countable for the credit man’s standing in the business 
world today. A review of the history of retail credit 
in this country will reflect definitely that credit managers 
have grown in importance only as the National Retail 
Credit Association has developed. 

Whether you are willing to admit it or not, Mr. 
Credit Man, you owe the National Association a debt 
that can never be repaid in full. 
to believe that the station you have attained in life or 


You may be willing 


in your profession has been the result solely of your own 
effort and application, but in such an instance you are 
permitting your egotism to get the better of your judg- 
ment, for the odds are that without the great influence 
in the field of credits that has been wielded by your Na- 
tional Association, your importance in your firm would 
be as insignificant as it was with credit men for twenty- 
(Continued on page 32.) 
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® Quick facts about your legal rights, obligations and 
safeguards are compiled and interpreted in the new 1933 “Th 
CREDIT MANUAL OF COMMERCIAL LAWS. 





More than 500 pages of data gathered for your guidance are In 
classified and arranged in such a way that you know at a ey 
glance what you should do and what you should not do in per- Di 
plexing credit situations. The seven progressive steps necessary i 
to complete every business transaction are explained and out- gd 
lined clearly and in detail. The Manual points out those oc- 100 p 
casions when you need the services of competent legal counsel. hen 
New subject matter never before printed in the Manual in- be a s 
cludes a set of 20 tested collection letters now being success- ag 
fully used. One of these letters alone may be worth far more In | 
than the Manual’s cost! Also published for the first time in the to pla 
Manual are 50 pages devoted to vital phases of credit depart- certair 
ment practice, based on the experience of prominent credit the ot 
executives, accounting authorities and insurance experts. vidual 
: back y 
Every executive whose work touches upon sales, credits or  . 
collections needs the Manual for handy reference in 1933. Its hair ¢ 
cost is trifling—only $4. Ou 
of the 
Send for Your Copy Today! ‘om 
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“What Is the Most Important Problem of 
the Credit Manager Now?” 


(Continued from page 7.) 


“So Many Problems It’s Difficult 
to Select the Most Important One’”’ 


The problems of the credit manager at the present 
time are many and it is rather difficult to select the most 
important problem. 

A credit manager today must exercise great care in 
opening new accounts due to the uncertainty of employ- 
ment and general business conditions; this applies both to 
regular and installment accounts. He must, also, exer- 
cise a strict supervision to prevent overbuying on ac- 
counts already on the books and insist on prompt pay- 
ments. 

There perhaps, has been no time in our experience 
when the credit bureau has been such a vital factor in 
credit granting as today. ‘The credit managers must 
work cooperatively and the best way to do this is through 
the credit bureau. 

The credit bureaus in turn are facing new problems 
and they must be in a position to give new kinds of serv- 
ice that will guide and assist the credit granters in 
handling their present difficulties. 

There are, of course, plenty of good credit customers 
whom we want to continue to serve and who are per- 
fectly good for their obligations, but it is the credit 
manager's problem to watch his accounts carefully and 
keep these accounts good. 

Full cooperation is necessary and will bring its reward 
in Safe and Better Credit Granting. 

—L. T. McManon, Credit Manager, 
Wm. Filene’s Sons Company, 


Boston, Mass. 


“The Handling of Accounts 
of Old Customers’’ 


In my opinion the most important problem of the 
credit manager at this time is the handling of accounts 
of old customers—customers who have been valuable to 
the store over a period of years but who now, through 
force of circumstances, are practically without funds. 
In almost every instance these customers represent a 
100 per cent moral risk, and to deprive them of credit 
when they need the accommodation so greatly, seems to 
be a sad method of showing appreciation for their pat- 
tronage which was highly profitable during the many 
years of better times. 

In fairness to the firms we represent, we cannot afford 
to place on the books, accounts which we are reasonably 
certain will not be paid for many months, if ever. On 
the other hand, there is no doubt many of these indi- 
viduals who now appear to be down and out, will come 
back with prosperity and will naturally favor those who 
have shown a disposition to go along with them during 
their time of trouble. 

Our problem, as I see it, is to retain the good will 
of the deserving and at the same time guard the interests 
of our employers by a complete control of this class of 
accounts. It seems to me that there has never been a 


time when mature judgment has been so necessary, and 
a credit executive now has abundant opportunity to prove 
his worth. 


—F. E. Wiis, Gen. Credit Mgr., 
Mandel Brothers, 
Chicago, III. 
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“To Keep Up Collection Percentages 
Without Being Oppressive’’ 


Keep up the percentage of collections the best you 
can without being oppressive. Many debtors now unem- 
ployed may be back at work either on partial or full 
time in the next few months. Don’t let us get impa- 
tient but remember the debtor has accumulated debts 
during his unemployment and it will take time to adjust 
himself, 

Don’t force him inte bankruptcy by pressing him. If 
you can’t give him more credit treat him so he will be 
a cash customer. Consult your bureau manager on every 
account before taking drastic action, and it would be well 
to do this before putting on too much pressure in letters. 

Be careful in opening new accounts, or reopening in- 
active accounts. Get reports from your Bureau. 

—R. H. Pornpexter, Credit Manager, 
Loveman, Berger & Teitlebaum, Inc., 
Nashville, Tenn. 


‘Increasing Burden of Delinquent 
Accounts Because of Present Conditions”’ 


The increasing burden of accounts which have become 
delinquent because of present conditions and because of 
no apparent fault of the customer— 

The inability to collect these accounts either because 
of a lack of assets on the part of the debtor or because 
of a humanitarian desire on our part not to take the 
debtor’s last cent— 

The retention through these difficulties of good will 
of these customers for the days of better conditions that 
we all hope for, at the same time keeping those frozen 
assets from becoming too high— 

These are most important problems now confronting 
the granter of retail credit. 

—H. W. Hoxk.tas, Credit Manager, 
The Young-Quinlan Co., 
Minneapolis, Minn. 


“To Give Credit Only Where Credit Is Due’’ 


The most important problem of the Credit Manager 
now is to “give credit only where credit is due.” This 
always has been the most important problem and the 
only difference now from a few years ago is the addition 
of the word only. 

How can we accomplish this? First, by well-organized 
retail credit associations for the interchange of credit in- 
formation. Second, by a close affiliation with the local 
credit reporting bureau. We must report to the bureau 
at least all accounts charged off to profit and loss, ac- 
counts closed for cause, refused accounts, accounts owing 
over ninety days, accounts passed to collection attorneys, 
and accounts repossessed on conditional sales contracts. 

With this information in the files of the local report- 
ing bureau and with every member of the association 
clearing through the bureau all new accounts, getting up- 
to-date credit information on reopened accounts, recheck- 
ing overdue accounts and accounts that have exceeded 
their credit limits before passing further credit, and se- 
curing a credit report on all solicited accounts, then and 
only then, can we give credit where credit is due. 

—Har ey J. Boyie, Credit Manager, 
The Crescent (Spokane Dry Goods 
Co., Inc.), 

Spokane, Washington. 
(Continued om page 19.) 





ow the Credit Bureau Can Help 
the Building and Loan Association 


By WILLIAM PENNELL 


Past President, Associated Credit Reporting Agencies of New Jersey, 
President-General Manager, Camden Credit Association, Camden, N. J. 


URING the past two 
changing conditions have made 
it necessary for building and 


years 


loan associations to have at their dis- 
posal information concerning the char- 
acter and financial standing of the 
mortgagor to whom they have ex- 
tended loans. It has also become par- 
ticularly necessary to secure complete 
information concerning new loan ap- 
plicants. 

In former years it was the practice 
of many associations to rely on infor- 
mation concerning a prospective bor- 
rower furnished by a member of its 
This is impracticable at 
the present time because of expansion 
of the territories covered by the build- 
ing and loan associations. 


own board. 


The property on which the loan is requested may be 
in a neighboring town, located from three to twenty 
miles away. The applicant may be establishing a new 
residence in a district in which he is entirely unknown, 
and it is imperative to secure complete information con- 
cerning the applicant’s past history. 

Because of the increased selling of merchandise and 
services on various credit plans, the demand for credit 
information has brought into being the retail credit bu- 
reaus serving local communities. These bureaus com- 
. pile a complete standard credit report. The reports are 
furnished to those operating various lines of business, 
financial institutions and professions, in order that credit 
may be extended more intelligently to the buying public. 

The New Jersey Building and Loan League some 
time ago arranged with the Associated Credit Bureaus of 
New Jersey to furnish this service to league members in 
the areas where these bureaus were operating. This serv- 
ice is now available at special rates to member associa- 
Atlantic, May, Burlington, Cumber- 
Salem, Bergen, Monmouth, 
Gloucester, Ocean, Hudson, Morris and Union Coun- 


tions in Cape 


land, Passaic, Camden, 
ties. 

Building and loan associations are availing themselves 
of the reporting services of these credit bureaus not only 
in New Jersey, but in many of the other states. Special 
types of reports which are proving invaluable are fur- 
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William Pennell 





nished to building and loan associa- 
tions. 

These reports include exact infor- 
mation concerning the type of employ- 
ment or followed; the 
length of time in such occupation; 


profession 


yearly income; size of family includ- 
ing number of dependents and also 
showing the number of wage-earners 
in the household who are contributing 
to the unkeep of the family and home. 

The financial standing of individ- 
uals shows ownership of real estate; 
interests in business enterprises; in- 
come from other sources than usual 
salary income. A record of any tan- 
gible assets possessed by the individual 
is shown. 

Last, but not of the least impor- 
tance, is the record showing the method of paying their 
bills and meeting of obligations with all lines of business 
and professions. This information includes the manner 
in which they have paid the coal dealer, grocery store, 
department store, plumbing contractor, and all others 
with whom they have dealt on a credit basis. With this 
information at hand the building and loan association 1s 
presented with a complete picture of the character and 
habits of the individuals. 

During the past few months many associations have 
curtailed the extension of new loans. They have, how- 
ever, been following more closely the record showing the 
manner in which the mortgagor has been meeting his 
With a credit report before them 
the directors of an association can decide what action 


monthly installments. 


should be taken concerning the party involved, with af 
assurance that they are following the proper procedure 
whatever the case may be. 

All building and loan associations are endeavoring t@ 
assist the mortgagor in retaining his property, although 
in many instances he may be considerably in arrears, not 
only with his monthly payments, but also with his taxes, 
and some equitable means of aiding the borrower to work 
out of these unsatisfactory conditions are being followed. 

The governing bodies of building and loan associations 
are frequently confronted today with the problem as 
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whether a mortgage loan which has become excessively 
delinquent should be recast, that is, to apply the pay- 
ments received for dues to pay arrearages and to reduce 
the principal sum of the mortgage, and thereby lessen the 
regular monthly payment to the association. 

A credit report on the mortgagor will be of vital im- 
It will 
show whether the mortgagor is financially able to con- 


portance in guiding the directors in their action. 


tinue the reduced payments or whether such action will 
only delay the inevitable day when the association will 
be compelled to take over the property. 

A credit report will answer the question which arises 
continually as to whether a deficiency judgment entered 
against a mortgagor after foreclosing on a property can 
be collected. The report will show whether the party 
involved has equity in other real estate, regardless of 
whether it is located in the vicinity of the residence 
address or elsewhere. 

Credit reports have proved of considerable advantage 
to several local associations for which our bureau fur- 
nishes reports, and many instances could be cited where 
satisfactory settlements have been made with the mortga- 
gor after he was confronted with the complete informa- 
tion concerning his financial worth in the possession of 
the association. 

Because of changing conditions, new demands are be- 
ing made of the local credit bureaus for different types 
Complete study is made of these requests and 
a service adopted to suit the needs of the particular 
group. 


of service. 


Through the requests of building and loan associations 
and other institutions extending mortgage loans, a serv- 
ice has been created to furnish information about de- 
linquent taxes. 
including all improvement assessments. 


This is a complete tax search service 
After a careful 
analysis of several thoysand tax searches it was found 
that about 60 per cent of the properties searched were 
delinquent in the payment of taxes and improvement as- 
sessments. 

Quite frequently when the mortgagor is asked to 
present his receipted tax bill the association overlooks the 
matter of improvement assessments. Assessments for 
sewer, disposal plants, curbing and cement streets are 
generally payable over a period of years, ranging from 
six to thirty. 
tended for ten years, while other improvements are often- 


Street improvements are generally ex- 


times extended over a period of from twenty to thirty 
years, 

All of these assessments are subject to interest which 
accumulates the longer it is allowed to remain unpaid, 
and as improvement liens have a priority over mortgage 
loans the non-payment of assessments jeopardizes the 
safety of the loans. 

As these tax records are kept differently by the vari- 
ous municipalities it is particularly important that the 
individual checking the records be familiar with them 
Cases have been found 


and the set-up in each locality. 
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where through the incomplete checking of the records 
some old unpaid taxes have been omitted, and this has 
caused considerable consternation on the part of the as- 
sociations. “To make such searches the bureaus employ 
only trained employees. 

The only practical source through which complete in 
formation can be secured is from the local credit bureaus. 
In New Jersey there are fourteen such bureaus, all mem- 
bers of a state organization which guarantees to their 
subscribers and users the coverage of every mile of soil 
within the boundaries of the state. 


Through the cooperation these bureaus receive from 
their members they are advised regularly of the credit 
habits of customers and clients, which, together with the 
records copied from the courthouse in the county seat of 
each county (which includes the suits that are being 
started, judgments entered, and the filing of various liens 
against personal property and real estate), these bureaus 
have at their disposal many thousands of items pertaining 
to those residing in the district covered by each bureau. 


The building and loan associations can be guided in 
their actions with present and future borrowers by using 
the complete service of their local credit bureau. The 
managers are experienced, trained executives, and are 
glad to discuss the individual problems with each asso- 
ciation as they are presented.—Reprinted from “Building 


and Loan Guide and Bulletin.” 
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HE hurdles adding zest and peril to the chase make 
all the more desirable the goal, all the more exultant 
Much depends upon the horse, that 
valiant, stalwart steed but much, much also depends upon 


the victory. 


the jockey who encourages, urges, impels and directs that 
steed to victory. 

So too, the credit manager is a jockey and his steed, his 
department, which he rides to triumph or to failure. 
his line of 





The credit manager’s problem, his goal, yes 


finish in the chase, is: 


“Achieving Results Without Jeopardizing 
Good Will” 

It’s a line well worth breaking and the credit manager 
in order to get his-steed across must protect him against 
the hazards, incite him with ardor, and guide him over 
the hurdles. 


The four principal hurdles in this steeplechase of ours 


are: 


1. Credit Extension. 


2. Coding. 
3. Collections. 
4. Reopening Accounts. 


THE GOAL 
IS THE PROBLEM 


By WILLIAM BROWNE 


Director and Credit Manager, C. F. Hovey Company, 


Boston, Mass. 


Now, some of us think one or another of these hurdles 
are all important. In fact many consider Collections the 
end of the chase but while we all recognize that it’s a 
mighty desirable hurdle to make, it isn’t the line of finish. 
We must go on to achieve victory. 

To the victor alone are awarded the prizes, blue rib- 
bons and financial success as well, but he only is victori- 
ous who runs a good race from starting point to finish, 

The steed must be well trained and well directed for 
neither rider nor horse, alone, can win the race. We 
must watch out for all the pitfalls and take care on each 
of the hurdles. 

As we approach the first hurdle, “Credit Extension,” 
we should have in mind that this is a most unusual period 
through which we are passing and that complete informa- 
tion concerning credit applicants is an absolute necessity. 

Use your credit bureaus, obtain a special report where 
there is the slightest doubt or where information supplied 
is insufficient. Many credit managers believe, and | 
would not take issue with them, that a special report 
should be procured on each applicant. Remember that 


low credit expenses may mean high credit losses. 
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The CREDIT WORLD 

















And now on again, to the next jump, “Coding,” a 
gmewhat newer development, tremendously important. 

Pyramiding of accounts may be eliminated by careful 
grutiny of overlimits. Code your authorization indexes 
@ that charges on overlimit accounts will be referred for 
individual decisions. 

We're off again with renewed confidence, yet tempered 
with prudence for we realize that there is yet a greater 
barrier to be passed. 

“Collections” are a mighty important problem but 
they are not the problem, to the exclusion of all else. 

If I were to name the most important single element 
n a successful collection system, I would say “Direct- 
ness. Overdue accounts must proceed from one stage, 
from one classification to another, automatically. They 
must not be allowed to lie dormant. 

Accounts which are candidates for Suspense or Profit 
ind Loss, must go forward. We must not coddle our 
ccounts in an attempt to justify our original action in 
extending the credit. We must learn to face the facts. 

Strategic appeals have dwindled in importance and to- 
fay it is education which should be emphasized. By that 
| mean educating the customer to pay his bills promptly. 
New and unusual appeals are helpful, of course, but they 
must be dignified as well as ethical. 

An increasingly effective medium for collecting money 
sto be found in the collection departments of our credit 
bureaus, and I believe they are better equipped and situ- 
ated to produce results than are independent collection 
attorneys. The public is beginning to appreciate the 
role which the credit bureau can play in the community. 

It should be a straightaway now to the finish but the 
lat few years have added another hurdle, a newer, a 
greater, a more dangerous leap than all: 
Accounts Closed for Collection.” 

It's a serious and a difficult problem in these days of 
depression. What accounts shall we reopen and what 
accounts shall we decline to renew? 


“Reopening 


We might base our action on the classification of the 
account. Was it stopped, closed, transferred to Suspense 
or to Profit and Loss? Yes, in normal times, we might 
form our decision primarily on the classification of the 
account but we cannot do so during this unusual period. 

We must take into consideration the customers who 
formerly maintained satisfactory accounts and who dur- 
ing the depression have fallen by the wayside. Reduction 
in wages, unemployment, loss of income and savings 
through bank closings are but a few of the factors which 
have contributed to overdue accounts. 

True, there are many who have used the depression 
a an excuse, as a reason for not paying their bills but 
a in the Bible story, where the wheat was oversown 


re rn aR 











POSITION WANTED 


Experienced credit and collection man desires con- 
nection in Credit Bureau or Retail Firm. Salary or 
— Address Box 11, Credit World. 
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with the cockle, we too, must suffer both to grow until 
the harvest, until the accounts are paid in full and then 
must we separate the wheat from the tares, then must 
we decide which accounts we shall reopen. 

And now it’s a race to the finish, to cross that line of : 


“Achieving Results Without Jeopardizing 
Good Will” 

But the race is not won, even though we make all the 
hurdles, unless we reach that goal. Success in the jumps 
is satisfying but it’s breaking the tape which counts in 
the final analysis. 

So too, satisfying results in regard to Credit Extension, 
Coding, Collections, Reopening Accounts are commend- 
able but it’s achieving these results without jeopardizing 
good will, that is the ultimate aim, the most important 
problem, for these days. Yes, years of depression will 
pass and perhaps the very customers we have offended 
will again be prosperous and desirable candidates for 
credit. 

This then, is our great problem: ‘To achieve the re- 
sults we desire without jeopardizing the good will of our 
customers. 


» » » 


Haynes Heads Dallas Credit Men 

Fred L. Haynes was elected President of the Dallas 
Retail Credit Men’s Association. Mr. Haynes is Credit 
Manager of Arthur A. Everts Company. 











“Only $3 for all this?” 


You'll be surprised, too, when you see how 
much luxury and convenience you can en- 
joy at the Hotel Lexington for as little as 
$3 a day. 

And here’s another fact that’ll make your 
expense account beam with gratitude— it 
costs only $1 a day more for two persons at 
the Lexington. A room which is $3 for one, 
for instance, is only $4 for two persons. 


HOTEL LEXINGTON 


In Grand Central Zone, Lexington Ave. at 48th Street 


NEW YORK CITY 
CHARLES E. ROCHESTER, General Manager 





























A PRACTICAL 


collecting Bills 


@ @ @ The Household Finance 
organization offers retail credit 
managers a plan that will help 
collect past due balances on 
open and installment accounts. 

This plan is not an ordinary 
collection scheme. It does not 
involve purchasing accounts, 
writing off a percentage of bal- 
ances, or installment paying. 
The store’s name does not 
enter the transaction. The 
credit manager need not even 


reveal his list of accounts. 


And the cost is reasonable. 

Household offers this plan to 
retail stores having a total of 
1,000 or more accounts located 
in the cities listed at the right. 

A discussion is invited. Upon 
request we shall gladly write, 
explaining the plan in detail, to 
any interested credit manager 
or other store official who re- 
quests information on the com- 
pany’s stationery, or send our 
representative, without any 


obligation. 
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PLAN FOR.... 


Household Branch Offices are located as follows: 


Axsany, N. Y. 
ALLENTOWN, PA. 
Auton, ILL. 
ALTOONA, Pa. 
App_Leton, WIs. 
Aurora, ILL. 
Bactimore, Mp. 
Battie Creek, Micu. 
Bay Crtry, Micn. 
Betorr, Wis. 
Bincuamton, N. Y. 
B.LoominctTon, ILL. 
Boston, Mass. 
Brooktyn, N. Y. 
Burrawo, N. Y. 
Campen, N. J. 
CHAMPAIGN, ILL. 
Cuester, Pa. 
Curcaco, IL. 
Cicero, IL. 
Davenport, [a. 
Decatur, ILL. 
Drs Mornes, Ia. 
Werroit, Micu. 
East Cuicaco, Inb. 
Easton, Pa. 

Eau Crate, Wis. 
Ertg, Pa. 
EvAnsvIiL_e, INnp. 
Furnt, Micu. 
Fiusnine, N. Y. 


Fonp pu Lac, Wis. 
FREEporT, ILL. 
GaLespure, ILL. 
Gary, INb. 

Granp Raptips, Mica. 
GREEN Bay, WIs. 
Ham™onp, Inp. 


Hicuianp Park, Mics. 


INDIANAPOLIS, IND. 
Jackson, Micn. 
Jamaica, N. Y. 
Jersey Crry, N. J. 
Jounstown, Pa. 
Jouret, ILL. 
KaLamazoo, Micn. 
Kansas City, Mo. 
Kenosna, Wis. 
LaCrosse, Wis. 
LANCASTER, Pa. 
Lansinc, Micn. 
Maptson, Wis. 
McKeesport, Pa. 
Micuican Crry, INp. 
MILWAUKEE, WIs. 
Moutng, ILL. 
Muskecon, Micu. 
Newark, N. J. 
New Cast te, Pa. 
New York, N. Y. 
Nracara Fats, N. Y. 


Norristown, Pa. 


Oak Park, Ix. 
Osukosn, Wis. 
Paterson, N. J. 
Pawtucket, R. I. 
Peoria, In. 
PHILADELPHIA, Pa, 
PirrsBpurGH, Pa. 
Port Huron, Micu. 
Provipence, R. I. 
Racine, Wis. 
READING, Pa. 
Rocuester, N. Y. 
Rockrorp, IL. 
Rock Istanp, ILL. 
Sacrinaw, Micn. 
Scranton, Pa. 
SHEBOYGAN, Wis. 
Soutu Benp, Inp. 
SPRINGFIELD, ILL. 
St. Joseru, Mo. 
Sr. Louis, Mo. 
Superior, Wis. 
Syracuse, N. Y. 
Trenton, N. J. 
Utica, N. Y. 
WAvKEGAN, ILL. 
Wausau, Wis. 
Wirkes-Barre, Pa. 
Worcester, Mass. 
York, Pa. 


HOUSEHOLD 


FINANCE CORPORATION 
and Subsidiaries, Palmolive Building, Chicago 


One Hundred Fifty-One Offices in Ninesy-Two Cities in... 
MASSACHUSETTS... MICHIGAN... MISSOURI... NEW JERSEY... NEW YORK... PENNSYLVANIA... RHODE ISLAND... WISCONSIN 


ILLINOIS... 


INDIANA...IOWA... 
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| Hereby Resolve 


that during the New Year I will help to pro- 
mote and support a Community Credit Policy 
by using the services of my Credit Bureau 
religiously and by cooperating whole-heartedly 
with other credit granting business and pro- 
fessional men in my community. 








OW, more than ever before, every com- 
munity needs a strong retail merchants as- 
sociation and a strong credit bureau—both 

of which function as stabilizers for our business 
system. 

Now, more than ever before, credit granters 
must rely on full and complete knowledge of 
their applicants and have each and every applicant 
for credit carefully checked through the credit 
bureau. 

Now, more than ever before, credit bureaus 
must be fed with the changing paying habits of 
individuals. The 1932 Profit & Loss accounts 
must reach our bureaus promptly and be filed in 
order to afford protection against those who are 
already obligated beyond their means. 

Members of the National Retail Credit As- 
sociation can greet 1933 with open minds and 
lighter hearts for there has been builded in our 





“There has been builded in our network of credit bureaus in this nation and Canada, the elemental essentials for 


THE PresiIDENT’S 


MESSAGE 


ARTHUR P. LOVETT 


President National Retail Credit Association 


network of credit bureaus, in this nation and 
Canada, the elemental essentials for sound and 
safe credit extension under any and all business 
conditions. 

Our chief concern in 1933 is that of preserving 
and protecting the foundation of safe retail credit 
granting by a closer interworking and interlock- 
ing of ledger experience through our credit as- 
sociations and credit bureaus. 

We must not allow the frenzy of these trouble- 
some times to rob us of our appreciation and 
knowledge that only through cooperative effort 
has retail credit extension been controlled and 
held so well in hand. We must stand solidly be- 
hind our credit bureaus and rise with them to a 
rejuvenation of the world forces which are bound 
to restore good business and prosperity. Our 
credit bureaus are vital to our civic and economic 
welfare. 

Personally, and on behalf of the National Re- 
tail Credit Association, I express to our members 
my heartiest wishes for a Happy New Year and I 
rededicate the services of the National Associa- 
tion in 1933 to contribute everything within our 
power to assure profitable credit and collection 
procedure for our ,members. 





sound and safe credit extension” 


The CREDIT WORLD 
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“What Is the Most Important Problem of 
the Credit Manager Now?” 


(Continued from page 11.) 


‘Restriction or Limitation of Credit to 
Present Customers’’ 


As 1933 opens, the average retail credit manager is 
faced with such a horde of problems that it is indeed 
dificult to select the most important. I would prefer 
to select that one which in my opinion is the most dif- 
ficult, and of extreme importance; if not capable of be- 
ing designated as the most important. 

The continued economic unrest weighs heavier and 
heavier upon the customers already enjoying charge 
privileges. There, to my mind, lies the most difficult 
problem the credit manager has to handle, for not alone 
is it of paramount importance but it also calls for care- 
ful and thoughtful handling as it bears directly on the 
relationship between store and customer. 

I refer to the restriction or limitation of charges to ac- 
counts already on the ledgers and feel that it is the most 
delicate of all credit problems, and that in 1933, the suc- 
cessful solution of this question will pay larger dividends 
than ever. Likewise the problem will be more difficult 
in 1933 for more customers than ever will be behind in 
payments, over safe limits, and in various other pre- 
carious positions, but still desirous of adding to their 
outstanding balances or reopening previously cleared up 
accounts that were slow or have become slow with other 
stores since last used at your store. 

The handling of these customers is the most difficult 
problem for you cannot afford to offend many customers 
who will try to get on your books and have every chance, 
in your estimation of becoming slow accounts. The 
solution remains in the hands of each and every one of 
s. There is no “right way” that I know of except a 
clear and thoughtful analysis of each case as it presents 
itseli—decisive action once the analysis is complete and 
a continual consciousness of the necessity of carefully 
watching for evidences that show that restriction is neces- 
sary. 

—Dona.p Furtn, Credit Manager, 
Capwell, Sullivan and Furth, 
Oakland, Calif. 


% x 


“To Successfully Nurse This Sick 
Patient (Retail Credit) Through the 
Trying Period of Convalescence”’ 


Wantep—Nurse for a very sick patient of many ills 
but curable. 

This is one of the important problems before the credit 
manager today—to know how to successfully nurse this 
sick patient (Retail Credit) through the trying time of 
convalescence. He must recover—there is a great work 
ahead for him in the new order of things which must 
come through whatever designation you may assign to 
the agency—progress, technocracy (but not in the raw), 
or what not. 

An apt illustration of proper “nursing” is found in 
this actual excerpt: 

“Many times I have been at my wits’ end to reduce 
‘ven in smallest amount, my indebtedness. Although 
your extreme leniency covering a long period of time en- 
titled you to demand payment in full, you have seemed 
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to feel my predicament in a sympathetic way and acted 
accordingly.” 

There is suggested in this simple experience an im- 
perishable possession—character, which enables us, as a 
whole people, to stand the gaff and makes inevitable the 
materialization of hopes. 

It is not ours to discourage or hamper the recovery 
of the invalid “Retail Credit” by deco-ating the sick 
chamber with draperies of heavy penalties — personal 
bankruptcy, destroyed credit standing, legal fees, etc. 
There may be even frequent cases of deception—feigned 
illness, advantage taken of conditions, etc. But such in- 
stances are in the vast minority and our duty is to take 
great care of the 99 per cent. 

—Rosert O. Bonner, Credit Manager, 
L. 8. Ayres and Company, Inc., 
Indianapolis, Ind. 


* * 


“How to Rebuild Lost Volume” 


One of the most outstanding of our problems “now,” 
it appears to me, is how to rebuild lost volume. 

During the past year, many accounts have been placed 
in temporary suspense, due to various reasons, by cus- 
tomer or store—on account of inability to pay, lack of 
employment, salary reductions, etc. Most of these pa- 
trons have been desirable customers of the store, and 
under ordinary conditions are entitled to credit accom- 
modations, or the account would never have been placed 
on the store’s records. 


These accounts must not be lost sight of. A sys- 
tematic follow-up should be made. A liberal credit 
policy should be followed (liberal, but not reckless). 
The “three C’s”—Character, Capital, Capacity—are still 
requisites of credit and should not be lost sight of. (The 
greatest of these is character.) 

Let us remember, friendliness, cordiality, and courtesy 
shown by the Credit Department and Collection De- 
partment, or a word of advice or encouragement to one 
overtaken with misfortune, or even carelessness, will go 
a long way in building good will and holding patronage 
even when credit must be refused. 

—F. H. Kocn, Credit Manager, 
Schunemans and Mannheimers, 
Saint Paul, Minn. 


* * * * 


“Keeping Losses at a Minimum Without 
Sacrificing Sales’’ 


That’s a real problem and covers a multitude of sins. 
The difference of opinion sometimes causes our prob- 
lems, and the Credit Department particularly at this 
time must watch its step in order to properly perform 
its duties. 

Competition on terms having reference to wearing ap- 
parel makes people ungrateful and careless, and the re- 
action is, more accounts become slow when they could 
pay promptly. 

Our efforts should be concentrated on the building of 
good will and the wise extension of credit, and while 
competition is the life of all business, credit should not 
be jeopardized in this respect. 

—E. F. Horner, Credit Manager, 
Kline’s, 
Saint Louis, Mo. 

(Continued on page 26.) 












This New Advertising Campaign 
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Sells Prompt Payments! 
You use newspaper advertising to sell your merchandise. 
If that pays, it will also pay you to use it as a follow-up to: H 
‘“ ” . . ta 
sell” the idea of prompt payment for your merchandise. le 
3X SU 
Every retailer—every professional man—should Everyone interested in better credits and collec- belt 
i ‘ ae ae ; : : : ‘ : ha 
read Channing Sweitzer’s editorial (in the Bulle- tions should urge immediate, united use of this iaost 
tin of the National Retail Dry Goods Association ) campaign. The cost to each individual will be J bling 
reproduced on owr editorial page. only a few dollars a month—the returns large. radic; 
thoug 
W) 
Sample Ad in 4x6 Size: Detailed Information to su 
Mats in Three Sizes ing b 
» th There are twelve ads in the series. Mats 
eC Oo t e ont is for reproduction are furnished in three regu- 
lar sizes—four columns by 170 lines (8x 12 
in.)—three columns by 125 lines (6x 9 in.) : 
—two columns by 85 lines (4x 6 in.). 
Seam The reproduction at the left shows one of and n 
PAY WINDOW. the ads in the smallest size (two columns by tions 
Bike PUBLIC 85 lines). > 
Copyright Warning! ings 1 
This campaign is fully protected by copy- ~ 
right as is every individual advertisement ap- deal 
pearing in the series, including the one shown era”— 
here. tor cr 
No part of it may be reproduced by anyone settle: 
—whether a member of the National Retail “com; 
Credit Association or not—without special 
permission. 3, 
: reduc 
You may be an employer—or an employee. In Price of Mats the r 
either case you know the meaning of “pay day”! a ee $2.00 each requi 
CD UNNING a business is like run- — Each month's charges are due on the Ox 9 eee 1.50 each credit 
ning a household: Current in- _ first of the following month and pay- a, | ne oe ee 1.25 each 
come must be depended upon to able not later than the 10th. The 10th, ms , F : In 
meet current —. — must by a ong date a Three sizes of mats make it possible to run h 
be paid aterials pur ment—after that, bills are considere Pe . , ‘ : ‘ - others 
pe me es ag for pasos sal delinquent. a campaign for any desired length of time, 
rerms. Rent, light and other bills. their paymaster! Prompt by running the larger sizes first and then re- sages 
must be paid when due Yon. om ods germores! Dou peating in the smaller sizes. We'll be glad | velop 
The merchant, the physician, oe peony asians a coe to to send you the complete portfolio and make ‘NO 
dentist—all credit granters—in order pay their bills promptly. Everyone a ne + . 
to cueas Guate ellianiane, must insist —_ will benefit, including yourself—for up a definite schedule to fit your ‘appropria desue: 
on prompt paymentof theiraccounts _ paying bills promptly builds a good tion if you'll send us full information. 
in accordance with standard terms. credit record. super 
of sel 
Use your credit freely and pay all bills N H | ~” il i 
by the 10th or promptly as agreed ationa etal Th 
MEMBER C di A . . a cla: 
TREAT TOUR CREDIT | re it ssociation apath 
SACRED Tt ST a ae CAREFULLY. This Space Is for Local Association Signature fact t 
Cur off pod _ _ at each —_ corner of advertisement whic A are placed there 1 91 # Olive Street " 
to im of space jis ad must be run at bottom of pag contre 
ST. LOUIS, MO. entire 
grant 


JANI 






oO run 
time, 
n re- 
- glad 
make 
opria- 











The “Most Important” Problem? 


There Are Six of Them! 


By FRANKLIN BLACKSTONE 
Credit Manager, Frank & Seder, Pittsburgh, Pa. 


HAVE been asked to comment on “The Most Impor- 

tant Problem of the Retail Credit Manager Now.” 

In my opinion there are six of them—or one with the 
six sub-divisions which follow: 


1. Eliminate or reduce to practicality the theoretical 
half truths of so-called “famous” economists who have 
upset the credit thought of America by their wild ram- 


blings. “Famous,” because they have delivered a few 
radical speeches without advancing any constructive 
thought ! 


Within the memory of junior credit men we have had 
to surmount the fallacious manipulations of the follow- 
ing barnacles on the ship of sound retail credit: 


The ‘‘system” expert; 

The “efficiency” expert; 

The “accounting control” expert ; 
The “credit personnel” expert ; 


and now we have the “economy” expert added to the no- 


tions of the “finance” man. 


2. The reduction of Accounts Receivable Outstand- 
ngs to newly “economically” designated formula of “10 
per cent of volume” (annual)— now quite properly the 
deal of the financial intellectuals of this “new credit 
era” —will require stricter scrutiny of new applications 
for credit and stronger enforcement of terms of monthly 
settlements. It can be accomplished only by eliminating 
“competition in terms” in any city or metropolitan area. 

3. The reduction of PROFIT & LOSS to an ir- 
reducible minimum, thereby conserving the resources of 
the retail credit world. This means that “NOW” will 
require GREATER COOPERATION between retail 


credit managers than has any year since 1914. 


In recent years, credit executives have relied upon 
others of their fellows to originate, write and carry mes- 
sages of endeavor that have been necessary for the de- 
velopment of new ideas to meet new _ conditions. 
“NOW”—those who continue that plan of cooperative 
desuetude may, in their desipience, unless they are of the 
super-superior type, find themselves deserted on an island 


of selfish turpitude. 


The National Retail Credit Association should sound 
@ clarion call to its members and rouse them from the 
apathy of self satisfaction to an alert realization of the 
fact that their prerogatives of retail credit initiative and 
control are being usurped by theorists. To forestall the 
entire loss of an already lessened prestige the retail credit 
granters of the Nation should get solidly behind the an- 
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ticipated new 1933 movement of the National and should 
devote time, study and labor to secure its attainment. 

4. One of the greatest needs of “NOW” will be to 
create in most places, and re-create in many others, that 
personal credit morale that is essential to prevent “per- 
sonal moratoriums,” personal “cancellations” and personal 
“transfers” of personal debts contracted by otherwise 
honest debtors since 1929; which indebtednesses through- 
out America will total many millions of dollars. 

They cannot be paid now and may not be paid later 
unless that personal credit morale—or personal credit 
consciousness—is kept alive in the individual, possibly 
through the adaptation of another “commandment” to 
“Give unto Caesar that which is Caesar’s” and unto thy 
creditor the debt thou owest him justly—or “Owe Ye 
No Man Anything.” 

That personal credit morale has been on the decline 
is known. That its revival is vital to consumer credit 
That it 
cannot be accomplished by the individual efforts of a 
few credit men is admitted. That it is the first duty of 
creditors to cooperate in its attempted revival is acknowl- 


granting is realized by responsible credit men. 


edged by men of credit experience and credit vision. 
The means of its accomplishment are: 


Unstinted cooperation in Publicity (such as used by 
the wise merchants and credit granters of Minneapolis) : 
plus personal effort on the part of each credit executive 
and credit worker. 

The adoption of a system of public publicity that is 
unreservedly aimed at the development of “pride of 
Not alone do many store executives, 
sometimes called “merchants,” need the vision of the re- 


credit reputation.” 


quirement of this paragraph but also many retail credit 


managers and bureau men. “It is to learn.” 


5. At the 1918 Convention, a paper of mine was read 
on the subject of “A Service Charge” on overdue ac- 
It has been discussed at every National Retail 
“NOW’”— 
it is again a live issue—“NOW?” is the time to make it 


counts. 
Credit Association Convention since then. 


nationally operative and nationally productive. 


6. Selectivity of new accounts means more than the 
mere declining of a request for credit. It means that 
there should be such COMMUNITY COOPERA- 
TION so that when such declination is made the appli- 
cant will not be “received with open arms” by a com- 
petitor and the request “granted.” 

“NOW”’—requires the elimination of the “taking 
chances” credit granting policy. 
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FOREWORD 


HE turn of the year appears to be accompanied by 

some factors of a distinctly hopeful nature bearing 

on business recovery yet many believe that the rate 
of progress of that recovery depends in some degree upon 
the happenings of the 73rd Congress. Of course, hap- 
penings in this, the short and last session of the 72nd 
Congress, may have some bearing but not nearly so much 
as those of the incoming Congress. That being the case, 
the question naturally arises, what is that Congress go- 
ing to do? 

The answer in part may be supplied by calling atten- 
tion to the fact that leaders of the party just coming into 
power have in the recent past been peculiarly and particu- 
larly sensitive to charges that their control of national 
affairs has not always been of the greatest possible bene- 
fit. It has become increasingly evident here in Washing- 
ton that these leaders resent this charge and that they 
propose to answer it by exhibiting a quality of leadership 
of national affairs which will show, as they see it, that 
charges of that nature are not well founded. 


Legislative 


(a) It has been generally understood that there would 
be no general bankruptcy revision bill at this session of 
Congress and that understanding will probably be found 
to have been correct when the 72nd Congress adjourns 
sine die March 4th. 
House and Senate Judiciary Committees are working on 


However, subcommittees of the 


what is termed an emergency bankruptcy amendment. 
The amendment proposes to deal with corporate re- 
organizations and amortization of debts of individuals 
and while, at this moment, January 4, it is expected that 
this proposed amendment will be reported to the House 
and may be passed by that body signs of opposition are 
It is entirely probable that the Senate 
Judiciary Committee may likewise report the measure 


not lacking. 


but even in that body it would be a surprise if opposition 
did not likewise come to the front. 

Outside of this emergency measure, as it is termed, 
the chances are all against any bankruptcy revision at 
this session of Congress, though it is understood and ex- 
pected that at the special session, which now appears 
almost inevitable, a general bankruptcy bill will be early 
considered and pressed for action. 

(b) The following is the status of legislation in which 
credit managers are especially interested : 
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H. R. 13608, introduced by Representative Campbell 
of Iowa on December 13, 1932, to repeal the tax on 
bank checks, has been referred to the Committee on 
Ways and Means. The date for hearings has not been 
set. 

Several bills have been introduced in the House to 
restore the two-cent rate of postage on first-class mail 
matter. The matter is now before the House Committee 
on Ways and Means and no hearings have as yet been 
held. 

S. 97, the resale price maintenance bill, has been passed 
by the House and is now on the Senate Calendar. It 


is expected to be considered soon. 


Departmental 


(a) The Interstate Commerce Commission has sent to 
Congress, in connection with its forty-sixth annual re- 
port, the very definite recommendation that Federal con- 
trol over truck and bus lines should be provided for by 
appropriate legislation. 

Among other recommendations of the I. C. C. are 
repeal of the recapture provision of the transportation 
act; revision of the act permitting railroads to con- 
solidate but giving control over railroad holding com- 
panies; and recommendation for an investigation as to 
the extent that competing phases of transportation are 
subsidized by the Federal Government. 

One exceedingly interesting phase of the Commission's 
report is the statement that the bottom of the depression 
has been reached so far as railroads are concerned and 
that indications for the future are of a definitely hopeful 
nature. 

(b) A report released December 27th by the U. S$. 
Department of Commerce entitled “Merchandising Re 
quirements of the Drug Store Package” discloses 2 
relatively new feature of merchandising practice in the 
consideration of the drug store package from a mer 
While the report will be of im- 
mediate interest to manufacturers who may wish to 


chandising viewpoint. 


undertake package changes, it lays particular emphasis 
upon the conditions of retail merchandising which affect 
the display of packaged merchandise. 

(c) The important part played by credit in distribu 
tion is indicated by the fact that of the nine kinds of 
wholesale and manufacturing lines of trade included in 
Part I of the Mercantile Credit Survey report, released 
December 18 by the U. S. Department of Commerce, 
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the one with the lowest percentage of credit business had 


97.9 per cent. The one with the highest percentage had 
98.8 per cent, and numerous firms in each line did all 
of their business on a credit basis. 

This report is one of three to be released on a nation- 
wide survey of mercantile credit covering operations of 
wholesalers and manufacturers in their dealings with 
The figures presented for the years covered, 
namely, 1928, 1929 and 1930, seem to indicate that, on 
the whole, the credit extended by wholesalers and manu- 
facturers selling direct to retailers was on a sound basis. 
Yet these figures also indicate that numerous firms were 


retailers. 


probably carrying on their business without proper regard 
for sound principles of credit. 

Some of these firms had bad debt losses two or three 
times as great as the average for firms in the same kind 
of business, collection percentages were half the average, 
and returns and allowances high. The profits of these 
concerns were literally being eaten up by the costs in- 
volved in carrying overdue accounts, in losses through 
uncollectible outstandings, and an unusually high per- 
centage of returned merchandise. 

(d) Credit managers of building supply houses will 
be interested in the proposed Uniform Mechanics’ Lien 
Act. Copies may be purchased from the Secretary of the 
Committee, Dan H. Wheeler, Department of Commerce, 
Washington, D. C. The proposed uniform act has been 
endorsed by the American Bar Association, and The Na- 
tional Conference of Commissioners on Uniform State 
Laws, as well as the Standard State Mechanics’ Lien 
Act Committee, an organization sponsored by the De- 
partment of Commerce. 


Court Decisions 


(a) Hereafter business concerns having their products 
dissected, analyzed, and reported upon by Government 
agencies or bureaus, particularly the technical bureaus 
such as the Bureau of Standards, should make sure that 
all essential facts pertaining to their industry or product 
are properly before such Government agency in advance 
of a finding of fact. Several years ago the Bureau of 
Standards said that the original castile soap came from 
the province of that name in Spain but that it has now 
become a general practice to include under that name 
soaps made from fatty ingredients and not wholly from 
olive oil. 

The Federal Trade Commission attacked the adver- 
tisements of an American soap manufacturer upon the 
ground that the soap which they called castile was not 
made wholly of olive oil but the Circuit Court of Appeals 
tor the Seventh Circuit pointed to the circular of the 
Bureau of Standards and dismissed the complaint upon 









the ground that the soap manufacturer in question was 
but using a name which had by general use become 
different from its original meaning. 

The Federal Trade Commission thereupon appealed 
from this decision of the Circuit Court of Appeals to 
the Supreme Court of the United States but that Court 
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on December 5, denied the appeal. 








For this reason, and 
because the decision now stands, circulars of Government 
bureaus will have acquired considerable weight. 

(b) If a State Court appoints receivers for a corpora-. 
tion and then within four months an involuntary petition 
in bankruptcy is filed against that corporation followed 
by adjudication, allowance of receivers’ commission and 
counsel fees must be fixed by the Bankruptcy Court and 
not by the State Court which appointed the receiver. 
Furthermore upon refusal to refund to the trustee in 
bankruptcy compensation and fees allowed by the State 
Court, according to a decision of the Circuit Court of 
Appeals for the Third Circuit, in Gross v. Irving Trust 
Company, the trustee in bankruptcy can recover these 
fees in a summary proceeding and does not have to resort 
to a plenary suit. 


» » » 


Hammersmeier In New Post 
W. F. Hammersmeier, one of the 
National 


“regulars” 
Credit 


at our 
Conventions, is now 


Werner and Hilton, Saint Louis. 


Manager of 


“Bill is a credit man from the ground up, having 
started at Stix, Baer & Fuller in 1909. For the past 
fifteen years he has been with Nugent’s Department 
Store, first as Collection Manager, and (since 1919) as 
Credit Manager. 











Guernsey Succeeds Taft 
John Guernsey, who has been in charge of the United 
States Department of Commerce Retail Census, has been 
appointed Managing Editor and Research Director of 
the Retail Ledger of Philadelphia. 
‘William Nelson Taft. 


He succeeds the late 





John Guernsey 


Mr. Guernsey is an old friend of the National Retail 
Credit Association, having contributed a number of 
articles to The Crevir Wor.p, and he was one of the 
principal speakers at the Washington Convention last 
June. He was formerly General Manager of the Con- 
trollers’ Congress of the National Retail Dry Goods As- 
sociation and is author of Retailing Tomorrow. 


A\n Instant, Accurate Credit Report— 
While the Prospective Customer Waits! 


By JOHN J. DEANE 


T ONE time it was customary for retail credit 
bureaus to receive all inquiries by mail or mes- 
senger and to clear all references in precisely the 

same manner. This system, as one can readily see, was 
entirely too slow. It required several hours to several 
days to complete the average report—which generally was 
received too late to serve its purpose. 





“The Telautograph is used to transmit facsimile hand- 
written messages with lightning-like rapidity” 

The need for a better and faster medium of transmit- 
ting credit data was obvious to everyone concerned, espe- 
cially if the bureau was to continue handling its ever in- 
creasing volume of business. To correct such conditions 
and combine speed with accuracy in the handling of credit 
reports, the telautograph was employed and judging by 
the enthusiasm of its users it has handled every phase of 
its work well. 

The adoption of the telautograph has immeasurably 
aided the credit bureaus. It has so many benefits to offer 
and is so simple and practical in its operation that its 
permanent establishment in the credit field seems assured. 
It not only has solved many problems that formerly for 
a long period of time perplexed credit men, but it also 
has helped round the modern credit bureau into a simple, 
accurate and unified whole. 

What is the telautograph and how does it operate? 

It is a service that is used to transmit facsimile messages 
in indelible handwriting with lightning-like rapidity. 
Speed and accuracy are of its very essence, because it 
operates over electric wires and is so constructed that 
whatever the operator writes is received simultaneously 
and exactly as written, at its destination. 

With the telautograph, a store is in instant contact 
with the bureau at all times and vice versa. The operator 
merely starts to write and the message is automatically 
reproduced at the other end or ends of the line, resulting 
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in a considerable saving of time for all parties concerned. 
Besides the elimination of spelling and repeating misun- 
derstood conversation there is no need for dialing or 
calling a number and then waiting for the other party te 
answer. 

Take for instance, when the bureau sends some infor- 
mation or requests to a store. It is not necessary that the 
clerk at the latter rush to answer the telautograph. Al] 
that time is saved. She may continue doing whatever 
task occupies her attention at the moment and wait until 
it is most opportune for her to do so. 

Regardless of whether she is standing by it or not the 
telautograph leaves a record to which she can always 
refer. In some instances, this feature has not only proved 
a time saver but also has resulted in a reduction of labor 
overhead by the redistribution of routine work. 

Errors due to verbal misunderstanding cannot occur. 
The operators must of necessity be accurate or suffer the 
consequences, for they know if an error does occur the 
responsibility can be immediately placed on the guilty 
party by means of the handwritten telautograph message. 
Because of this improved efficiency greater good will and 
a better spirit of cooperation are the natural results. 

There no longer is any good reason why a credit man- 
ager should hesitate over the risk of granting credit. 





“The adoption of the Telautograph has immeasurabl) 
aided the Credit Bureaus” 


With the telautograph in his department, he can have 4 

complete report without very much effort. A code is used 

in sending information. In this form it is possible t 
(Continued on page 28.) 
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Worth Notinc«« 


A Digest of Credit News 
For Quick Reading 


Department Store Sales off 22.6 
Per Cent 

Three hundred stores, members of the National Re- 
tail Dry Goods Association, report 1932 sales as 22.6 
per cent under 1931, while 1931 was 11.5 per cent under 
1930, and 1930 was 8.6 per cent under 1929. 

The volume of sales in Department Stores for 1932 is 
estimated at $2,720,000,000 as compared with $4,320,- 
000,000 in 1929. 

The figures by Federal Reserve Districts are as fol- 


lows : 


1930 1931 1932 
Re eee ere 8.6 11.5 22.6 
a). ee 56 86 212 
Philadelphia ........ 62 1435 ' 217 
6 OO eee 62 M1 27 
Richmond .......... 14 5.3 17.8 
PN 556 Sk is WHER 52. 448 Ze3 
SE ddeexendwain 16.5 14.3 24.4 
i Dk Liaw cm aso 10.4 12.6 20.7 
Minneapolis ........ 7.3 10.1 20.3 
Lk are 49 22 21.1 
Sr ee 43 i¢d. 234 
San Francisco ...... 7.2. 10.2 23.0 


A comparison with previous years for the country as a 
whole using 1925 as a base of 100 per cent follows: 


a ewer errr 102.0 
. QR RTT CECT Cle ere 103.9 
AP RE Pee ee 107.5 
0 REPS FOP Tee. ee 109.7 
a ES er ee oe 100.3 
PPP Pre es one 88.5 
FE. ¥iegs annie a nedeud cheek’ 67.5 


>» » » 


Russell Carmichael, office manager of the Lexington 
Finance Company, was elected president of the Credit 
Grantors’ Club of Lexington, Kentucky. 


> > » 


Credit managers who handle installment accounts 
lave a very decided prejudice against certain employ- 
ment classifications which, experience has shown, cause 


much collection trouble. Here are some of them: 


Collectors Actors 

Detectives Barbers 

Drivers Paper Hangers 

Hotel Employees Painters 

Insurance Agents Salesmen (on commission 
Insurance Collectors basis ) 

Jewelry Salesmen Structural Steel Workers 
Lodge Organizers Politicians 


Coffee and Tea Salesmen 
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“Credit Cheaters”’ 


The latest addition to our library is a book bearing 
the interesting title, Credit Cheaters, a manual on “skip”’ 


tracing procedure. 


This is written by William Luftig, 


B.S., LL.B., and published by the Business Information 


Service Bureau, New York City. 


It is really the first complete treatise on the subject of 
“skips” that has come to our attention and contains much 
valuable information as to ways and means of locating 


missing debtors. 


Mr. Luftig’s experience of many years in finance 
corporation work qualifies him as an authority and he 
has written in concise and understandable language. It 
is a valuable working handbook for credit and collection 


managers. 
>» »> 


F. M. Heaton, Manager of the County Credit Bureau, 
Inc., Kelso, Washington, is an enthusiastic supporter of 
the N. R. C. A. Although his subscribers are widely 
scattered, he has made them all National members by 
including National dues in his service charge, which 
proves that 100 per cent National Bureaus in small com- 


munities are not impossible. 


>» > 


Here are some of the figures brought out in the hear- 
ing on the “Beer Question” before the House Com- 


mittee : 


Estimated Consumption 


Additional Labor for Breweries 


40 Million Barrels 
75,000 Men 


Additional Labor for Distributors 225,000 Men 


Additional Capital for Brewers 
Cases 

Bottles 

Labels 

Cooperage 

Advertising 

Motor Trucks 

Refrigeration Equipment 
Number New Barrels 

Hoop Steel 

Additional Coopers Employed 
Number New Bottles 


$175,000,000 
12,000,000 
15,000,000 
5,000,000 
40,000,000 
20,000,000 
16,000,000 
20,000,000 

15 Million 

108,000 Tons 

3,500 

864 Million 


Additional Men in Bottle Industry 6,000 


Malt 
Rice 
Corn 
Hops 
Sugar 
Barley and Grits 
Yeast, Acids, etc. 


2,000,000 Pounds 
125,000 Pounds 
666,000 Pounds 
42,000 Pounds 
116,000 Pounds 
204,000 Pounds 

17,500 Pounds 






“What Is the Most Important Problem of 
the Credit Manager Now?” 


(Continued from page 19.) 
“Increasing Number of Delinquent 
Accounts Due to Economic Conditions’’ 


The great problem confronting the credit manager to- 
day is contained in the ever increasing number of ac- 
counts which are falling into delinquency. In particular, 
I refer to the accounts of those customers who were 
formerly prompt but who, through unemployment, frozen 
investments or other causes due to the present economic 
conditions are now unable to take care of their indebted- 
ness. 

To try to force these accounts is in large measure use- 
less. To let them lay without some definite action is 
courting disaster insofar as ultimate collection is con- 
cerned. 

The problem is there; the solution involves many fac- 
tors, but in general I believe lies in making the customer 
realize that in carrying the account without undue press- 
ing, the store is rendering a distinct favor to the cus- 
tomer; and upon insisting that the customer assume the 
effort of keeping in touch with the store at regular inter- 
vals. 

We must remember that a revival of business is on the 
way although we may not be able to predict when it 
will arrive with any degree of accuracy. We must also 
remember that when that time comes a great many peo- 
ple will be deeply in debt and many will find the effort 
of climbing out too great for their moral stamina. Con- 
sequently the Bankruptcy Courts will be crowded. 

It is doubly necessary, therefore, that the credit men 
today lay the foundations of a policy to prevent or 
minimize this situation; it is also important as a part of 
this policy that the National Retail Credit Association 
put every effort behind revision of the bankruptcy laws 
at the present session as well as the next session of Con- 
gress in order to protect the retailers from “wholesale” 
personal bankruptcies. 

—R. E. WestTBERG, Treasurer, 
W estherq and Childs, 
Seattle, Wash. 


% Yt Mm 


“To Gauge the Customer’s ‘Disposition 
to Pay’ as Well as His Ability to Pay’’ 


With the vast amount of unemployment and merci- 
less slashing of salaries and wages, the average con- 
sumer today is confronted by a problem which to him 
has no solution. Forebodings are rife. The natural 
instinct, inborn in every human being, to protect his 
family above all things else is asserting itself, and has 
given rise to the thought that one’s family must be taken 
care of regardless of ability to meet and discharge ob- 
ligations thus incurred. 

It is our opinion that the psychological effect of our 
so-called depression is the cause of much uncertainty 
on the part of the consumer. He may have a few dol- 
lars ahead, but instead of spending, he is saving it for 
the proverbial rainy day, which, he believes, might visit 
him most any time. 

In handling the present-day situation, it is well to 
take into consideration not only the ability of your ap- 
plicant to pay, but his disposition to pay. Also, his needs, 
should be carefully gauged against his buying tendencies, 
and he should not be encouraged to purchase beyond 
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what you believe is his ability to pay within a reasonable 
time. 

An overloading, at this time, would seriously impair 
the collection turnover and might add to the profit and 
loss column. On the other hand, there is plenty of busi- 
ness which may be had, if it is properly handled and jf 
the risk is properly scrutinized beforehand and the cys. 
tomer is properly contacted by the credit office. The ay- 
erage consumer is not unreasonable, but is inclined, to a 
more or less degree, to be too enthusiastic with reference 
to his ability to purchase and pay. 

—H. E. Kinpvic, Credit Manager, 
A. T. Lewis and Son, 
Denver, Colo. 
* * * * 


“Thoroughly and Properly Investigating” 


Each and every new account opened should be thor- 
oughly investigated to see if the party deserves credit 
and also to see that the line of credit extended them is 
not out of proportion and beyond their ability to pay 
promptly or in accordance with agreed terms. 

Also, to supervise the collection of accounts of those 
who are not employed and have nothing with which to 
pay their accounts and to handle them in a way that 
what little cash they have to spend will be spent at the 
store where they have an overdue indebtedness. 

—Henry Martin, Credit Manager, 
McEwen-Halliburton Co., 
Oklahoma City. 


‘Protection of Accounts— 
Through Intelligent Credit Extension 
and a Prompt Collection Policy” 


When credit was easy, bills were paid and collections 
were made with little effort, losses were more or less un- 
important. Errors and carelessness were overlooked in 
the mad surge for volume. 





Aug. C. Wehl 


When we think back to those times and compare them 
with today we can truthfully say we did not have aly 
problems then, but today when every sale counts, when 
losses must be reduced to a minimum, I believe the most 
important problem of the credit man now is to protec 
his accounts through careful and intelligent extension 0 
credit, and through a prompt collection policy. 

—Auc. C. WEHL, Credit Manager, 
Gimbel Brothers, 
Milwaukee, Wis. 
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“What Disposition to Make of 
Goods Sold on Deferred Payments” 


It is extremely difficult for a credit man to put his 
finger on any particular problem and say: “This is the 
most important problem that I have now.” What con- 
cerns me most at the present time is what disposition to 
make of goods sold on deferred payments. 

In the several years preceding 1929, when working 
conditions were the best in the history of the country, 
salaries and wages high, the prices of commodities con- 
santly increasing and the charge volume constantly in- 
creasing, it was easy to go through the year with a very 
small percentage of losses on installment sales. 

With these soaring prices and the ambition of mer- 
chants to beat their sales of each day of the preceding 
year, the down payments were lowered to a point that 
was never contemplated when we began selling mer- 
chandise on this basis, and this procedure, of course, was 
followed by practically every store in the country. 
When the crash came in 1929, we were not greatly 
concerned because we felt that the depression would be 
of short duration, and in 1930 we did not take it very 
sriously. Men who were out of work for a year and a 
half and who had not been able to make any payments 
on their merchandise kept in touch with us and both of 
us were always hopeful that work would soon pick up 
and payments be resumed. 

However, as the depression continued and the prices 
on merchandise fell to the lowest point in the history of 
sich merchandise, we, like others, had many accounts 
upon which the balances were greatly in excess of what 
new merchandise could be bought for, and the merchan- 
dise so old in many cases that it had practically no resale 
value, if we re-possessed. 

There is no doubt whatsoever in my mind that many 
debtors who never before owed more than a few dollars 
and who are now owing every merchant from whom they 
could obtain credit, in addition to being in arrears in 
rent and other items, wll take advantage of the Bank- 
tuptey Law in order to get a fresh start, and many who 
will do this are absolutely honest, but will be unable, 
with the small wages which they will earn after work 
begins to pick up, to satisfy the demands of their credi- 
tors, 

Fortunately for us, our installment sales have never 
exceeded 10 per cent of our volume, but, of course, a 
larger percentage than that is represented in our out- 
standings. I am happy to say that the department stores 
in Milwaukee have agreed upon a new schedule of down 
payments and duration of contracts, and I hope that we 
will never again be caught in a like manner. 

—H. A. Gisans, Credit Manager, 
Boston Store, 
Milwaukee, Wis. 


* * * * 


“Cooperation” 


The most important need in credit work these times 
§ cooperation; credit granters gifted in the science of 
analyzing conditions and trends; those skilled in adapt- 
ing their methods of operation to meet present needs. 
Courageous executives able to revise their tactics to meet 
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the requirements must all get together in order that 
others not equally fortunate may hear the modern and 
up-to-the-minute systems discussed and learn how they 
may be put in operation for the general good. 

Unless there is practical cooperation and a good deal 
of it, we are in danger of slipping back to the old hap- 
hazard methods from which we have not entirely escaped. 
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We cannot stand still. Change is sure. The only steadfast 


factor we know in this life is the problem of mankind’s 
welfare. : 


So let’s cooperate for the good of our retail credit as- 
sociations, both local and national, for the benefit of 
ourselves and the firms we represent and for the wel- 
fare of mankind. 

—D. H. Van Dusen, Credit Manager, 
Grinnell Brothers Music House, 
Detroit, Mich. 


* * * * 


“Closer Supervision ... and a More 
Intimate Knowledge of the True Status 
of the Slow and Larger Accounts’’ 


Closer supervision of the Credit and Collection De- 
partments, and acquainting oneself with a more intimate 
knowledge of the true status of the slow and larger ac- 
counts, securing up-to-date credit data, then forming your 
decision as to how the account should be governed in the 
future—whether a firm attitude should be taken in secur- 
ing payment, and whether the account should be per- 
mitted to be increased. 

There are very many of these slow-payers, who are in 
a position to liquidate their obligations, but are taking 
advantage of the opportunity and deferring payment 
when there is no occasion for it, and a firm stand has to 
be taken if results are to be had. In many other cases, 
it is a physical impossibility for them to pay, and you 
have to cooperate, endeavoring to assist them in working 
out their solution. 

Credit managers should take advantage of this op- 
portunity to educate the public to an understanding of 
the necessity of prompt settlement of their obligations if 
they are to be classed as desirable credit risks. Then, 
when conditions improve and are more normal, we will 
have our accounts receivable on a more profitable basis 
than we have ever had before. In the past, we have 
been too lukewarm in insisting upon payment of past-due 
accounts, and the time has arrived when the leakages of 
all natures that creep into overhead expenses have to be 
eliminated. Volume at any cost will not be the motto 
for the future. 


Undue curtailment of reporting expense at a sacrifice 
of not having revised up-to-date credit information, I 
feel, is a penny wise and pound foolish policy and will 
prove a costly experience in the end. By having late 
credit data, you are in a position to pass more intelli- 
gently on your credits, enabling you to be more liberal 
with those whose circumstances do not require curtailing 
in their purchasing; otherwise, the credit man, not know- 
ing the present standing of the patron, may be over- 
cautious and restrict sales instead of promoting them. 

On the other hand, there are accounts where the in- 
debtedness should not be increased, and they are perfectly 
willing to go on buying regardless of the fact that they 
are not in a position to pay what they already owe. To 
permit this class of accounts to pyramid only means grief 
to the customer and your own institution, and will 
decidedly increase your charge-off. 


New accounts and the old ones alike should be checked 
closely, and to do so intelligently, you have to have 
reliable up-to-date credit data. 

—W. T. Snwwer, Mor., Credit Dept., 
Scruggs-V andervoort-Barney, D. G. Co., 
St. Louis, Mo. 


(Continued on page 30.) 
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An Instant, Accurate Credit Report— 


(Continued from page 24.) 


clear, in two minutes’ time, an average in file report or 
references wanted hurriedly. Complete ledger informa- 
tion is always furnished and an outline drawn of each 
account. 

When the telautograph clearance is received at the 
bureau, it is attached to the file card. With the use of 
this easily accessible record references are cleared immedi- 
ately to all the stores referred to. Answers are promptly 
received and the clerk posts this information on the cards, 
bringing these records up to date. Then a completed re- 
port is telautographed to the store requesting it. 

Thus only ten or fifteen minutes elapse from the time 
the original request is received at the bureau until the 
completed report is in the hands of the credit granter. 
This feature, in addition to being a genuine manifesta- 
tion of cooperative management, permits deliveries of ma- 
terials purchased, the same day instead of from twenty- 
four to forty-eight hours later. Fast deliveries on new 
accounts always attract the customer’s attention and in- 
crease sales. 

In some cities we hear people remark about how easy 
it is to secure credit at certain stores. They claim they 
have gone into a store and received merchandise immedi- 
ately even though they were not checked up. But, as 
every sensible person knows, their application for credit 
was checked all right—but without their knowledge. 

When they bought their merchandise, their names and 
addresses were secured. The application or sales slip was 
telautographed to the bureau and their paying habits with 
other stores flashed back. The whole process was accom- 
plished with such speed and quietness that the customers 
gained the impression that no search was made at all. 
They were accustomed to the old-fashioned methods of 
credit investigation. 

There is still another angle to be considered. It is very 
important because it involves the saving of a great deal of 
expense. Insurance premiums of merchants covering 
forgers, shop lifters, and other types of dishonest people 
are quite high. If the proper protection is not taken to 
combat people of such criminal tendencies, the premiums 
increase in leaps and bounds. Here again the telautograpk 
proves advantageous. 

This service broadcasts simultaneously to all members 
equipped with telautographs a complete description of 
‘‘slickers” attempting fraud as well as daily reports on 
those who have purchased beyond their means. Thus the 
stores are furnished with helpful information which they, 
in a great many cases, would not otherwise have, because 
other systems could not broadcast correctly or in time to 
prove useful. 

There is nothing theoretical about the apprehending of 
criminals in this way. Several bureaus throughout the 
United States have reaped the benefits of its protection 
and have on file instances where criminals were arrested 
and convicted as a direct result of the telautograph broad- 
casts. 
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Educational Department Announces 
Business Administration Course 
For Physicians and Dentists 


The Educational Committee announces two new 
courses: One for physicians and their secretaries, the 
other for dentists and their secretaries. 


Both of these courses were conducted by the Cleve. 
land Retail Credit Men’s Company in cooperation with 
the Cleveland Academy of Medicine and the Cleveland 
Dental Society. They were very successful. Hundreds 
were enrolled in each, and the class attendance was bet 
ter than 90 per cent. Oklahoma City, Wichita, Kansas, 
and Dallas, Texas, bureaus plan to immediately organize 
and conduct these courses. 

The one for physicians and their secretaries consists of 
the following subjects: 


1. Systematizing Office Records. 2. Adjusters, Col- 
lectors, and their Contracts. 3. Securing and Interpret- 
ing Credit Information. 4. Fundamentals of Letter 
Writing. 5. How to Avoid Law Suits. 6. Legal 
Aspects of the Professional Office. 7. Collection Helps. 


Each of these subjects is prepared in the form of a 
lecture. Each was written by an outstanding authority. 

The course for dentists and their secretaries consists 
of the following subjects, prepared in lecture form: 


1. Systematizing Office Records. 2. Personality and 
Personnel. 3. Adjusters, Collectors, and their Con- 
tracts. 4. Correspondence of the Professional Office. 
5. Legal Aspects of the Professional Office. 6. Utilizing 
Credit Information. 7. The Cooperative Credit Bureau. 
8. The Credit Bureau and Collection Helps. 


Mr. Gray, manager of the Cleveland Retail Credit 
Men’s Company, said, “Cleveland physicians and dentists 
are unanimous in the approval of these two courses. My 
opinion based upon our experience is that credit bureau 
secretaries should, wherever possible, conduct these tw« 
courses. It’s an opportunity to be of real service to the 
doctors of medicine and dentistry, and their secretaries. 
We have found that the credit losses of those who partic’- 
pated have been reduced, and their cooperation with the 
bureau has been multiplied many times.” 

Anyone interested will receive complete details by ad- 
dressing the Educational Department, National Retail 
Credit Association, 1218 Olive Street. Saint Louis, 
Missouri. 


Postage Guarantee With Statements 
Has Increased Mail Collections 


C. R. Smith, Credit Manager of Davidson and Lich 
Jewelry Company, Oakland, California, has found that 
enclosing a return envelope (carrying postage guarantee) 
with statements has increased mail collections, which haé 
fallen off when the three cent postage and check tax be 
came effective. The return envelope had always bees 
an incentive to speed up collections and with no postage 
to pay, it proved very effective. 
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When Applying for Credit, the Applicant 
May Give You Two or Three References— 


But Make No Mention of Poor Rating at OTHER Stores! 


PROTECT YOURSELF!! 
Your Credit Bureau Has His Complete—Up-to-Date—Record! 
GET IN TOUCH WITH THE BUREAU IMMEDIATELY! 
If His Record Is Good— You Make a Sale—If Not, You Cannot Lose! 
To Accomplish This Safely— 


Ask Your Bureau Manager for Telautograph Service 
BECAUSE 


| seemtapd nag ety will permit you to WRITE 
over wires direct to the Bureau, without the 
knowledge of the applicant, and secure a reply, in 
handwriting, giving you the information desired, 
and so quickly that neither the prospective cus- 
tomer nor the Credit Grantor will realize that any 
time has elapsed. This will allow you to obtain 
new and good accounts for the store more quickly 
than with any other manner of operation and build 
up good will (so necessary these days) for the store. 
Verbal communication in the presence of a pros- 
pective new customer is not only obvious and em- 
barrassing to both the credit man and the prospec- 
tive customer but, in event of error on the part of 
the human element involved, its failure to leave a 
record will always allow shifting of responsibility. 
There can be no “passing the buck” when telauto- 
graphs are used. 


ITHOUT good merchandise your advertising 

would avail you nothing, whereas with excel- 
lent merchandise your advertising does attract new 
customers daily. Many of these, accustomed to 
saying “charge,” and who have good ratings else- 
where, will resent slow granting of credit, and like- 
wise become offended easily. Consequently, all ap- 
plicants should receive immediate attention and ac- 
counts opened at once or rejected courteously. If 
only one account is lost each day because of de- 


. layed or embarrassing action, all the advertising 


and your fine stocks fail to make good—not only 
this one lost customer but also the possible loss of 
those friends to whom he or she will criticize your 
methods. 


Telautograph Service to Bureau Costs About $1.00 Per Day 


(YOU SUPPLY WIRES AND CURRENT) 


Increased Sales and Insurance Against Error in Transmission! 
PLUS 
Absolute Protection Against Offending Good Credit Applicants 


Positive Record Preventing Credit Granting to Unsafe Accounts! 


22 Bureaus Now Use This Service 





Ask Us to Send Our Man to See You—No Obligation of Course 





DEPENDABILITY 


ECONOMY 


SERVICE 


TELAUTOGRAPH CORPORATION 


FACTORY AND GENERAL OFFICES: 


16 WEST SIXTY-FIRST STREET, NEW YORK, N. Y. 


We Have Forty-Five Branch Offices Serving Over 450 Cities in the United States 
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“What Is the Most Important Problem of 
the Credit Manager Now?” 


(Continued from page 27.) 
“‘Collection Policy on ‘Can’t Pay’ Accounts” 


To me the most important problem facing the Credit 
Manager today is what policy and procedure to adopt 
as to the collection of money on accounts of many 
thousands of people, who heretofore were able to pay and 
did pay and who now would pay if they had it, but have 
no job and insufficient income with which to pay. 

To me the business depression has been and still is a 
test of the stability of the credit customer, and while in 
extreme cases necessity has forced a small percentage of 
debtors to adopt evasive measures, the majority of the 
people who owe money are still honest and would pay 
if they had it and will pay when they get it. The in- 
tegrity of the debtor may perhaps be sorely pressed but 
not dissipated. It resolves itself largely into a house 
policy as to how long the Credit Department may be 
permitted to indulge the honest but temporarily embar- 
rassed debtor. 

There are two major points to be considered. The 
first, perhaps, is that you cannot any more quickly ob- 
tain your money by adopting harsh and disagreeable 
tactics than if you exercise almost eternal patience; and 
the second is that there are amongst these many thou- 
sands of delinquent debtors, potential buyers in the fu- 
ture and their good will should not be destroyed. 

One other point may be considered and that is it de- 
pends a good deal upon the wisdom of the Credit Man- 
ager in handling these accounts whether or not the 
debtors actually become charges upon the public and 
possibly undesirable citizens, or whether a present-day 
businesslike cooperative spirit will enable these people, 
who are owing money to retain their self-respect, stage 
a comeback and remain community assets. 

—G. C. Driver, Credit Manager, 
The May Company, 
Cleveland, Ohio. 


* *x * * 


“Conservation of Assets Represented by 
Accounts Receivable”’ 


While the credit manager is now confronted with a 
number of important problems, the most important one 
is the conservation of that part of the assets of his firm 
represented by the accounts receivable. In the protec- 
tion of these assets, he should not overlook the splendid 
opportunity afforded at this time to build customer good 
will, 

Throughout the business depression, the credit manager 
has been called upon to exercise to a marked degree, the 
initiative, diplomacy and sound judgment so essential in 
the profitable extension of credit. The credit manager, 
always alert, must be more so if he is to cope with the 
conditions of today. Loss of positions, reduced incomes, 
etc., require that accounts be scrutinized carefully, that 
overbuying be reduced to a minimum and that an 
efficient, aggressive collection policy be maintained. This 
will result in minimum credit losses and inasmuch as it 
is a recognized fact that prompt collections build sales, a 
close follow-up of accounts will react favorably on the 
store’s credit volume. 

If he is to emerge from the depression with colors fly- 
ing, the credit manager must not overlook the impor- 
tance of keeping all accounts liquid but active as well, 
and he must strive as in normal times, to increase the 
list of desirable charge patrons. 
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“Alertness” should be the watchword at this time— 
alertness to opportunities which will tend to improve 
credit conditions, alertness to local conditions and to the 
business and financial trends. Now more than at any 
other time, the credit executive should be alert in the 
extension of credit, alert in the collection of his re 
ceivables and alert to the advantages of economical opera- 
tion of his department. 

—L. S. Crowper, General Retail Credit Manager, 

Montgomery Ward and Co., 
Chicago, III. 


% % *% 


“Same As In Other Years’”’ 


The problem of the Credit Manager for 1933 is no 
different than it has been in other years: Intelligent 
handling of the complete facts obtained from the credit 
bureau in opening new accounts; careful authorization of 
sales; a strict collection policy with a systematic follow- 
up; a constant builder of good will. 

—RussE.v H. Fisu, Credit Manager, 
The May Company, 
Denver, Colo. 


* * * He 


“*. . To Fearlessly Carry On” 


To not let his vision become distorted because of ad- 
verse conditions, but continue to be of high courage and 
fearlessly carry on. 

—W. W. Mi ter, Credit Manager, 
Bullock’s, 
Los Angeles, Calif. 


« « « 

It is estimated that retail grocers’ sales for 1932 were 
$6,750,000.00 as compared with $8,000,000.00 in 1931, 
and $9,500,000.00 in 1927. These figures do not include 
meat markets, bakeries, and other food distributors not 
classed as grocers. 








For Sale-- 


Credit Bureaus: 


Indiana City of 7000 
Missouri City of 8000 
Texas City of 6000 


Collection Agency: 


In an Oklahoma City 
of Over 20,000 


For Information Write— 


D. J. WOODLOCK 
NATIONAL RETAIL CREDIT ASS’N 


St. Louis, Missouri 





— 
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How About “Saner Competition” In 








Credit Terms? 


By Frank Batty, Credit Manager, Hale Bros. 
Stores, Inc., San Francisco, California 


N ANSWER to the Retail Ledger’s questionnaire 
published in the December issue, no less than two 
hundred and thirty-five executives throughout the 
country believe that SANER COMPETITION is the 
paramount problem for 1933, and therefore that vexed 
question heads the list. 

It is significant to note that in 1931, the question of 
“Credits and Collections” was assigned fourth place; in 
1932 it was placed fifth, and for 1933, eighth place. 
This decision is very difficult to understand, in view 
of declining collection recoveries and seriously increasing 
bad debt losses as revealed in the latest survey by the 
U. S. Department of Commerce. 

If, however, SANER COMPETITION, in its 
broadest interpretation, includes competition in credit 
terms (and it should, by all means) then I agree whole- 
heartedly that it is entitled to first place in the category 
and is the outstanding problem for the year 1933. 

INSANE COMPETITION is the bane of our com- 
mercial life; it is not a new problem. In fact the prob- 
lems of 1933, (and their name is LEGION, and all are 
closely related,) will be identical with those which have 
confronted us over a long period of years, but they will 
be intensified and rendered more complex as the result 
of prevailing conditions. 

The all too few bright spots in our national credit 
geography which show normal collection percentages and 
reasonable bad debt losses are those cities and towns 
where a COMMUNITY CREDIT POLICY prevails 
as the result of intelligent cooperation among the mer- 
chants, aided by a bureau which assumes leadership and 
displays initiative. 

The National Retail Credit Association has assumed 
this leadership and has demonstrated its right to exist as 
a dominant and progressive force, by its unceasing urge 
toward a definite program of education in credit exten- 
sion along SANE lines. 

Our emblem “Treat YOUR CREDIT AS A SA- 
CRED TRUST,” should be emblazoned in every Credit 
Department throughout the country as a media for im- 
pressing upon the minds of every seeker of credit the 
dignity and reverence for an obligation. 

Given this, and nothing less, we shall recover our lost 
sense of security and face the year with fortitude and 
hope based on the assurance of ultimate prosperity. 

> >» » 
Retail Credit Problems Studied by 
Omaha Wholesalers 

The Omaha Association of Credit Men (Wholesale) 
conduct a credit study class and devote one night to 
“Credit Problems of the Retailers.” Harry O. Wrenn, 
Credit Manager of the Nebraska Clothing Company, 
and a Past Director of the N. R. C. A., has handled 


the subject for two successive classes. 
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The Credit Man’s 


Bookshop 


Credit Department 


. 
Salesmanship 
By Bartlett and Reed 
Authors of “Retail Credit Practice” 

A complete and authoritative manual on such im- 
portant topics as: 
Use of selling psychology in credit work; use of 
sales promotion to build up more charge accounts 
for the store; use of letters for both collection and 


sales building; use of the newest methods of han- 
dling the installment credit problem. 


These are but a few of the topics covered with 
specific suggestions—‘‘case-studies’’—from success- 
ful experience. Designated as official textbook for 
the Advanced Credit Course. 

PRICE $3.50 


Retail Credit Practice 
By Bartlett & Reed 


A practical, authoritative manual for retail store 
credit executives and students of credit practices. 
Official Textbook of N. R. C. A. Courses, 


PRICE $4.00 


Retail Credit Procedure 
By Norris A. Brisco 
tn collaboration with The Associated Retail Credit 
Men of New York City 


Based on the actual experiences of these success- 
ful credit men, this book solves the problems which 
confront retailers from the moment the prospective 
customer says, “I would like to open a charge 
account.” Official Textbook of N. R. C. A. Courses. 


PRICE $4.00 


The Secretary’s Handbook 


A Manual of Correct Usage 
By Taintor and Monro 


Do you always know— 

Whether or not to capitalize a word? How to di- 
vide a word correctly? When to use a comma or 
a semicolon? How to punctuate a sentence? How 
to write correct letters on all the various matters 
of business; letters of introduction; social notes, 
formal and informal? 


You will find the answer to everything about cor- 
respondence, business or social, in this new book 


PRICE $3.50 


1933 Credit Manual of 
Commercial Laws 


For complete information see page advertisement 
in this issue. 
PRICE $4.00 


Credit Cheaters 


A new book on the technique of locating ‘‘Skips.’’ 
See review on “‘Worth Noting ’’ page (this issue). 


PRICE $3.00 
Order From 


NATIONAL RETAIL CREDIT 
ASSOCIATION 


Executive Offices, St. Louis, Mo. 








The “Old Guard Committee”— 
Its Purposes and Objectives 


(Continued from page 9.) 
five years before and for many years after the formation 
of the National Retail Credit Association. 

Every credit man in America will be given an opportu- 
nity within the next several months to show his good 
faith. You will be given an opportunity to show some 
gratitude to that horde of men who, during the past 
generation, and who, during the business careers of most 
of those who are still actively engaged in credits, have 
made retail credits a respectable and respected profession. 

From now until June 20, the date for the celebration 
of the National’s twenty-first birthday at Memphis— 
the day on which your Association will have attained its 
majority—you will have the privilege of aligning your- 
self with those who will have the moral right to solem- 
nize the National Association’s rebirth—its evolvement 
from a theoretically formative period to a full-grown ma- 
turity. 

The “Old Guard Committee” plans to leave no stone 
unturned to insure the attendance at the Memphis Con- 
vention of the greatest number of delegates ever con- 
vened at a national credit conclave. Because your com- 
mittee recognizes the fact that at Memphis there will be 
required a most general and unselfish interchange of 
thoughts and ideas, in order that credit policies and 
theories necessary to cope with the exigencies of these 
times may be promulgated, to the promotion and practice 
of which new to-be-approved theories the National Retail 
Credit Association as such must dedicate itself for an in- 
definite period. 


» » » 


Installment Ruling Upset 
BUFFALO, N. Y., Dec. 28.—Supreme Court Justice 
Almon W. Lytle today reversed a recent City Court 
decision granting a refund of money paid in installment 
buying when payments have been defaulted and goods 


repossessed. 

The City Court decision, handed down by Judge 
Robert J. Summers last November, held that when the 
purchaser of merchandise on a deferred payment plan 
defaults and the seller repossesses the merchandise the 
purchaser is not required to make further payments and 
in addition is entitled to a refund of all but the initial 
payment. 

Justice Lytle made no comment in reversing Judge 
Summers’ decision.—Reprinted from “New York Times.” 

> >» » 


Do You Know - - 


Of any credit bureau or collection agency for sale? 
Any credit bureau seeking a manager? Any retailer 
seeking a capable experienced credit manager? Any lo- 
cality that needs a credit bureau? 

All replies will be treated as confidential. 


Write D. J. Woodlock, National Retail Credit Asso- 
ciation, St. Louis, Mo. 
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Let’s All Give It a Chance 
W. S. GENARO 


Secretary-Manager, Mineral Wells Retail Merchants 
Association, Inc., Mineral Wells, Texas 


Come on! Let’s chase those frowns away, 
And muster up a smile; 
Alert, and asking but a chance, 
Has worry beat a mile. 
Let’s give old man depression, 
A swift kick in the pants. 
Prosperity is on the way, 
Let’s all give it a chance! 


This country is the best on earth— 
As solid as a rock; 

Has weathered harder storms than this, 
And overcome the shock. 

We've had our lesson—learned it well, 
We're ready to advance. 

Prosperity is on the way, 
Let’s all give it a chance! 


On every hand Plus Signs are seen— 
Men going back to work; 
Let’s put our force behind the ball, 
This is no time to shirk. 
We've paid the fiddler—paid him well. 
Let’s profit from our dance. 
Prosperity is on the way, 
Let’s all give it a chance! 
Ss 2 
Last month we asked readers to report the effect of 
increased postage and the check tax on mail collections. 
Several members have reported a decrease in mail collec 
tions and, correspondingly, an increase in collections “at 


the window.” 
> » » 


“Dressing Up” Bureau Bulletins 
Gets Them Read! 


Your Bulletin is your “silent salesman.” It should 
carry a message of importance to the member. It is @ 
opportunity to improve his methods of credit control, f 
sell him the service of the Bureau. 

But, first, it must sell itself! It must be attractive 
enough to get his attention and “get read’’! 

Many secretaries are very adept in “dressing up” theif 
messages with cartoons and color. Modern duplicating 
machines make this easy to accomplish. There are new 
papers on the market in sparkling colors and attractive 
finishes. This is an age of pictures and color. Use them 

We have developed, for our affiliated bureaus, a very 
attractive “first page” sheet for your bulletin—the heat 
ing similar to the one used on the Service Department 
Bulletin. A suitable protection clause is included 
Printed on best grade mimeograph bond, (four paper 
colors—twenty pound weight). Colors of ink used hat 
monize with the color of paper. 

Write our Forms and Systems Department for sai® 
ples and prices. 
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